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NBC Affiliates 
Okay 23-30% Cut 
in Night Rates 


Cuicaco, Sept. 4—The National 
Broadcasting Co. today got its af-| 
filiated radio stations to approve 


what amounts to a 23% to 30% | 
reduction in net time costs for) 
evening advertisers. Under the 


plan morning rates will go up 4%. | 
while afternoon costs remain the | 
same. 

The NBC slash, which was an- 
ticipated, will put the network on 
a par with the Columbia Broad- 
casting System, which recently cut 
nighttime costs 25% and increased 
daytime rates 5%. 

The NBC proposals were adopted 
here at a meeting of 125 of the 
network’s 193 affiliated stations. 
No contracts were signed, but NBC 
spokesmen said they are shooting 
for unanimous approval of the new 
rate structure by Sept. 29. 

' 
s NBC is adjusting nighttime rates 
the same way CBS did—by upward 
revision of discounts. The night- 
time rate card will therefore be 


unchanged. The new discount sys- 
tem for evening advertisers calls | 
for: 
1. A 10% annual rebate for 52 
consecutive weeks of broadcasting. 
(Continued on Page 8) 


leads off California Packing Corp.'s biggest campaign for Del Monte foods. Full-color 


ads will run in 21 magazines and three 


winter. Also, with Pet Milk Co. and Kellogg Co., it will sponsor “All Star Revue” 
on NBC-TV over 61 stations. McCann-Erickson is the agency. 


Sunday supplement groups this fall and 


Magazine, TV Expenditures Riseas _ 


Bothwell, Geyer 
Agencies Merge, 
Use Geyer Name 


New York, Sept. 5—Geyer, New- 
ell & Ganger and W. Earl Bothwell 
Inc. today announced a merger, al- 

though the ambi- 


guous phrase 
“have joined 
forces” was used. 

The agencies 


will operate as 
Ceyer, Newell & 


Supplements, Radio Drop, PIB Finds — 


Mid-Year Report Shows 
P&G, General Foods Still 
Lead; TV Makes Big Gains 


New York, Sept. 4—Procter & 
Gamble continues to lead the na- 
tion’s advertisers in total expendi- 
tures, according to figures for the 


Because Bess Wanted Ice Cream... 


Outboard Motor Sales 
Hit 350,000 Annually 


Ole Evinrude Made First 
Outboard Motor in 1908; 
Wife Was Sales Genius 


Mi.waukEE, Sept. 4—Sales may 
be slack for most consumer dur- 
able goods items at present, but 
there is one consumer durable 
product in the luxury class that is 
selling better than ever. 

The item is the outboard motor, 
which retails in the $150-$400 
price range. 

Each year since 1908, when Ole 
Evinrude developed the first prac- 
tical outboard, the number of these 
efficient portable power plants in 
use on the waterways has shown 
a healthy increase. Post-Korea ma- 
terial restrictions somewhat re- 
duced the number of motors that 
factories could produce, but de- 
mand shows no signs of slackening. 
As a result, popular brands like 
Evinrude have been on back order 
continuously and strict aliocation 
of the available motors has been 
necessary to meet the demands of 
dealers and, consumers. 


a W. J. Webb, general manager of 
Evinrude Motors, oldest and one 
of the best-known of the outboard 
motor manufacturers, estimates his 
firm’s 1952 sales will approximate- 
ly equal 1951, but said they could 
(Continued on Page 60) 


Vitamin Corp. to 
Kastor, Farrell; 
Jones Shop Closing? | 


BULLETIN 


New York, Sept. 5—John Quick, | 
a director and secretary of Duane) 


the board of directors has decided | 
“to change the character” of the) 
agency. His statement contradicted | 
that made yesterday by Irving R. | 
Rill (see below). 


| first six months of 1952, as re-| 


leased by Publishers Information 
Bureau. 

The giant Cincinnati company 
spent $19,375,780 for general maga- 
zine, national farm magazine and} 
newspaper section space, and net- | 
work radio and television time, 
from January through June. This 
was a slight drop from its ad ex-| 
penditure for the same period last | 
year, which was $19,425,286. 

Following P&G in two-three- 
four-five order were the same four 
companies that occupied those 
positions last year: General Foods, 
with expenditures up from $10,- 
982,532 to $12,101,740; Colgate- 
Palmolive-Peet, up from $8,234,382 
in ’51 to $10,170,817 this year; Gen- 
eral Motors Corp., from $6,990,376 
to $9,383,087, and Lever Bros. Co., 


from $6,602,584 to $8,907,625. 


|@ Two of the big cigaret makers 
|; moved up in the expenditure list, 


(Continued on Page 2) 


= Ganger, in the 
GN&G office in 
the Squibb Bldg. 
B. B. Geyer will 
be chief execu- 
tive officer of the 
new agency, and 
Alden H. Kenyon, 
president of Bothwell, 
chairman of the executive com- 
mittee. 

Bothwell, founded by the late 
W. Earl Bothwell in Pittsburgh in 
1933, runs strongly to package ac- 
counts—including several Ameri- 
can Home Products Corp. items, a 
wide range of Boyle-Midway Inc. 
products, and the Burnett division 


B. B. Geyer 


| of American Home Foods. Also in- | 


cluded are Sealrite Corp., Tetley 
Tea Co. and Kiwi shoe polish, the 
last two acquired from Duane 
Jones Co. last year. 

After Bothwell’s death in 1949, 
Mr. Kenyon assumed command of 
the agency, and last year the Pitts- 
burgh office was closed. Bothwell 
reported 1951 billings to AA of 
just over $5,000,000. 


s The Geyer agency is much 

larger, billing more than $20,000,- 

000 in 1951. Where Bothwell em- 
(Continued on Page 87) 


Last Minute News Flashes 


Jones Co., late today denied that| Carter’s Ink Names Hoag & Provandie 


Boston, Sept. 5—Carter Ink Co., 


which amicably severed relations 


Nielsen Reports 43, 
Homes in U. S.; Saturation Is 98% 


becomes , 


866,120 Radio 


Curicaco, Sept. 5—The tiny group 
of American families who don’t 
own radios is becoming tinier all 
the time. 

This fact is revealed in the first 
data released by the A. C. Nielsen 
Co. from its nationwide broadcast 
coverage survey. Findings are still 
being tabulated for detailed re- 
ports on the study, which was 
made in April and May of this 
year. 

The total number of U. S. radio 
homes has now reached 43,866,120, 
representing 98% of all homes in 
the country, according to Mr. Niel- 
sen. This is an increase of nearly 
3,000,000 radio homes from the 
40,970,000 figure reported in the 
1950 U. S. Census. On a percentage 
basis the saturation figure of 98% 
is a notable jump from the 1950 
saturation level of 95.6%. 

Mr. Nielsen pointed out that nine 
states are nearing absolute radio- 
home saturation, with percentages 
of 99% or higher. Closest to ab- 
solute is Iowa, with 99.5%. 


® As a group the southern states 
registered the largest gains in ra- 
dio-home saturation over the 1950 
level. South Carolina is up almost 
10%, Mississippi 9%, and Louis- 
iana and Alabama each 8%. It was 
| suggested that these gains might 
be attributed to “increased pros- 
perity and to new rural electrifica- 
(Continued on Page 87) 


‘Strami-Burgers! 
That's News for 


Pastrami Lovers 


New York, Sept. 3—The 
*strami-Burger is on the way. 

Four enterprising gentlemen, 
currently engaged in the whole- 
sale meat and food business, have 
hit upon a sandwich which, if it 
goes over, is destined to give the 
hamburger a run for its mustard 
—or should it be ketchup? 

Jack Rosen, Martin Schwam, 
Nat Tykot and Milton Berk, the 
| latter one of the biggest ready-to- 
serve hamburger manufacturers, 
have formed the Pastrami-Burger 
|of America Corp. Offices are at 


with J. Walter Thompson Co., New York, after 24 years, to find a local | 407 W. 13th St. 


agency, 


has appointed Hoag & Provandie, here, to handle its $200,000 
| account. In a letter to unsuccessful contenders, Carter said: “Most of | says, New Yorkers will stroll into 
the New England agencies we talked with demonstrated that they were/ their favorite 


Within a month, the company 


luncheonette and 


New York, Sept. 4—AA learned | fully qualified professionally to handle a national account well and} will be able to order a ’strami- 


today that the directors of the} 
Duane Jones Co. have decided “to | 
change the character” of the agen- | 
cy, effective Sept. 15. The action | 
—as such—may shortly 
more. 

At the same time, it was learned | 
that Irving R. Rill has resigned as 
v.p. of the Jones Co. and will join 
Kastor, Farrell, Chesley & Clif- 
ford as a v.p. With him goes the | 
$2,000,000 Vitamin Corp. of Amer- 
ica account (Rybutol, Juvenal and 
Vycons). The account switch will 
be effective Sept. 16. 

Duane Jones is vacationing in 
California and could not be 
reached for comment. 

Mr. Rill said that many of the 

(Continued on Page 4) 


effectively.” 


Whitehall's Chlora-stick to Cecil & Presbrey 


New York, Sept. 5—Whitehall Pharmacal Co. has named Cecil &| of fresh pastrami in brand new 
was viewed as meaning the agency | Presbrey to handle Chlora-Stick, an underarm deodorant containing | eating enjoyment.” It will sell for 


March. 


Maxwell House Instant Coffee Bows in Chicago 

New York, Sept. 5—General Food’s Maxwell House instant coffee is 
being introduced in Chicago and the Midwest this week, about two 
years after its bow in this area. The aim is to get national distribution 
shortly. It was understood production limitations kept the product from 


going national! till now. 


Real Silk Mills Names Bozell & Jacobs 


INDIANAPOLIS, Sept. 5—Real Silk Hosiery Mills Inc. has appointed 


Bozell & Jacobs, Chicago, to direct a 
color ad in Good Housekeeping for 


new campaign starting with a four- 
October. B&J will also act as sales 


counsel for the direct-selling hosiery manufacturer. 
(Additional News Flashes on Page 87) 


Burger, a special recipe of ground 
| pastrami and beef. The ’strami- 
| Burger has the “delicious flavor 


be no| Chlorophyll. Abbott Kimball had the product when it made its debut in| about 35¢. 


8 The initial distribution will be 
supported by small space news- 
paper advertising and extensive 
point of sale display. The ad slo- 
gan is “Everybody loves the 
‘strami-Burger.” If the product 
catches on it will be packaged for 
supermarkets and chain food 
stores, and national distributien 
will be sought. 

Ben B. Bliss Co. is handling mer- 
chandising, sales promotion and 
advertising for the ’strami- 
| Burger. 
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Magazine, TV Expenditures Rise as 


Supplements, Radio Drop, PIB Finds 


(Continued from Page 1) 


while a third, American Tobacco 
Co., remained in ninth position 
R. J. Reynolds Tobacco Co. in- 


creased its expenditures for Janu- 
ary through June from $5,383,543 
to $6,929,277, which moved it from 
tenth spot up to sixth. Liggett & 
Myers Tobacco Co. jumped from 
eighth to seventh, with expendi- 
tures rising from $5,497,869 to $6,- 
727,439. 

Genera! Mills slipped from sixth 
to eighth in the list, despite the 
fact that its expenditures rose from 
$6,034,292 to $6,615,775. General 
Electric rounded out the “top ten” 
by moving up one place, its ex- 
penditures going from $5,374,446 
to $6,117,982. Sterling Drug Inc 


slipped from seventh to 11th, with| 
expenditures dropping from $5,-| 


648,772 to $5,401,022. 


8 Total ad expenditures in all me- 
dia measured by PIB for the first 
six months of this year were $480,- 
167,593, an increase of 10.6% from 
the $434,030,526 expenditure racked 


up during the same period last 
year 
A breakdown by media shows 


that magazines (both general and 
“Zarm) and network TV gained, 
meres network radio and Sunday 
yspaper sections showed a loss 
fad revenue from those compa- 
Mies measured by PIB. Here are 
the comparative figures: 
Magazines, up 10.7%, from $251,- 
788,367 to $278,951,780; network 
radio, down 12.7%, from $95,535,- 
233 to $83,457,170; network TV, 
upja fat 61%, from $55,098,126 to 
731,250; Sunday newspaper 
lons, down 8.2%, from $31,607,- 


'801 to $29,027,393. 

The genera! increase in total ad 
expenditures by the nation’s 100 
leading advertisers is illustrated 
by the fact that the 100th company 
on last year’s six month compila- 
tion, Cudahy Packing Co., spent 
only $741,267; this year’s No. 100, 
American Petroleum Institute, | 
spent $816,098. 

Network television continued to} 
garner an increasingly larger share} 
of top advertisers’ dollars, accord-| 
ing to PIB’s figures. P&G, for 
example, which cut its magazine 
budget (by $240,000), its newspa- 
per section allocation (by $729,- 
000), and network radio time (by 
$2,200,000), more than doubled its 
network TV expenditure, from $3,- 
046,697 to $6,990,250 


}@ Other TV expenditure increases: 
| General Foods, from $2,228,149 
to $4,337,154; Colgate-Palmolive- 
Peet, from $1,547,163 to $3,683,225; 
General Motors, from $889,290 to 
$1,812,543, and Lever Bros. Co., 
from $951,226 to $2,678,890. 

Details of the Publishers Infor- 
mation Bureau reports are con- 
tained in a 100-page book, “Na- 
tiona! Advertising Investments, 
First Six Months of 1952,” which 
is being distributed by Leading 
National Advertisers Inc. 

In addition to the figures shown 
here and in the accompanying 
chart, the book contains detailed 
data on advertisers who invested | 
$20,000 or more during the first | 
half of the year in 88 general mag- 
azines and six national farm mag-| 
azines, eight Sunday newspaper | 
sections, the four radio networks | 
and the four television networks. 


aSalt Lake Dailies Reduced to 2 | 


with Single Operating Management 


Pick New Representative; 
Offer Both Combination 
Gnd Separate Ad Rates 


- 
a. Lake City, Sept. 2—Ad- 
sers interested in the Salt 


Take City market have had their 
tasks somewhat simplified by the 
elimination of one paper here and 
the formation of the Newspaper 
Agency Corp. to publish the re- 
maining two papers. 

The Salt Lake Telegram, 
ning property of the Salt Lake 
Tribune, was purchased by the 
Deseret News. At the same time, 
the News withdrew from the Sun- 
day field and joined with the 
Tribune in forming the new agen- 
ey. 

Salt Lake City is thus left with 
one morning and Sunday news- 
paper—the Tribune—and one eve- 
ning-only newspaper—the Deseret 
News-Salt Lake Telegram. Both 
papers are now being printed in 
one plant, and the Newspaper 
Agency Corp. is handling adver- 
tising, circulation, distribution and 


eve- 


mechanical operation for both 
dailies 

® Advertisers are offered both 
separate and combination rates. 
Moloney, Regan & Schmitt will 
represent the newspapers. It is a 
compromise choice over the two 


representatives that have handled 
the papers heretofore—Cresmer & 
Woodward for the Deseret News 
and O'Mara & Ormsbee for the 
Tribune and Telegram. 

While new to the Far West, the 
combined operation is not the first 
of its kind by any means. Among 
the other cities where newspapers 

(Continued on Page 89) 


High Court Asked 
to Widen Order in 
Times-Picayune Case 


New ORLEANS, Sept. 3—The Jus- 
tice Department filed an appeal to 
the U. S. Supreme Court last week 
in its anti-trust suit against the 
Times-Picayune Publishing Co., 
the appeal recorded here and to 
be forwarded to Washington. 

In the appeal the Justice De- 
partment contends that the judg- 
ment by U. S. District Judge Her- | 
bert W. Christenberry on May 28 
(AA, June 2) should be amended 
to add restrictions which the jurist 
declined to write into the decree. 

The district court held that the 
publishing company violated the 
anti-trust laws by applying the 
unit advertising rate—the charging} 
of one rate for the purchase of 
space in both the Times-Picayune 
and New Orleans States. 

This practice is allegedly fol- 
lowed by more than 200 daily 
newspaper publishers throughout 
the country. 


@ Judge Christenberry turned 
down claims by the government 
that the Times-Picayune Publish- 
ing Co. bought the States and 
operated it at a loss and, further, 
in efforts to create a monopoly 
interfered with New Orleans Item 
newsboys. 

The district judge also rejected 
a request by the government that 
the company be restricted for 
three years from charging rates 
for advertising in the Times-Pica- 
yune and States lower than the 
sum of rates for space sold sep- 
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100 Top Magazine, Broadcast Advertisers 


For the first six months of 1952, as Compiled by Leading 
National Advertisers Inc. for Publishers Information Bureau 


(These figures are based on measurement of 88 
six national farm publications, 
radio networks, four television networks, and First 
3 Markets Group, New York Herald Tribune edition 


magazines, 


four 


of This Week Magazine, New York Mirror Magazine, 
New York Times Magazine, and Puck—The Comic 
Weekly, in addition to The American Weekly, Par- 
ade and This Week Magazine.) 


COMPANY } 


Procter & Gambie Co. 
General Foods Corp. 
Co!gate-Paimotive-Peet Co. 
General Motors Corp. 
Lever Brothers Co 

R. J. Reynoids Tobacco Co. 


Liggett & Myers Tobacco Co. 


General Mills, Inc 
American Tobacco Co. 
General Electric Co. 
Sterling Drug, Inc. 
Ford Motor Co 

Miles Labs., Inc. 
Gillette Co 


American Home Products Corp 
Soup Co. 


P. Lorillard Co 


National Dairy Products Corp. 


Philio Morris & Co., Ltd., Inc. 
Chrysier Corp. 

Goodyear Tire & Rubber Co. 

Kellogg Co. | 
Bristol-Myers Co. 

Pillsbury Mills, Inc. 

Quaker Oats Co. 

Texas © 

Distillers Corp. —Seagrams, Ltd. 
Westinghouse Electric Corp. 
American Te! & Telegraph Co. 


Scheniey Industries, inc 
Armour Co 
Radio Corp. of America 
Firestone Tire & Rubber Co. 
E. 1. du Pont de Nemours & 


Joseph Schlitz Brewing Co 
Coca-Cola Co. 
U 


S. Rubber Co 
National Biscuit Co. 


Co., 


National Distillers Products Corp. 


Nash-Kelvinator 

Johnson & Johnson 
Standard Brands, Inc 
Avco Manufacturing Corp 
B. F. Goodrich Co 
Pabst Brewing Co 
Andrew ig ~ Co. 


Co. 
Intern ational Cetlucotton Products Co. | 


Scott Pape 
den © 
Mawhattan Soap Co. 


California Packing Corp 

Armstrong Cork Co. 

— Wrigley, Jr., Co 
J. Heinz Co 


U. S. Steel Corp. 
Lambert Co 


Sylvania Electric Products, Inc 


Adiniral Corp. 

Mars, Inc. 

American Chicle Co 

Reynolds Metals Co 
Prudential Insurance Co. of A 
Cannon Mills 

Cluett, Peabody & a. 
Stokely-Van ay 
he” 


Eastman 
Gulf OW C 


merica 


0 
Chesebrough Manufacturing Co 


Pond’s Extract 
Pearson Pharmacal Co., 
Rexall Orug, Inc 
Wildroot Co., Inc 

Pet Milk 


Tac 


| Electric Auto-Lite Co 


Hunt Foods, Inc 

Hall Brothers, Inc 

Celanese Corp. of America 
Canada Dry Ginger Ale, Inc 


Hiram Walker-Gooderham & Worts, Ltd 


Carter Products, Inc 
Borg-Warner Corp 

U. S. Tobacco Co 
Carnation Co 

International Shoe Co 
American Cyanamid Co 
American Meat Institute 
Glidden Co 
Longines-Wittnauer Watch Co 
Johns-Manvitle Coro. 
Ralston Purina Co. 

J. B. Williams Co. 

Serutan 

Sherwin-Williams Co 
Aluminum Co. of America 
American Petroleum Institute 


! 
Inc 


Total Magazines Newspaper Network Network 
Expenditure General nm Tour Sections Radio Television 
$19,375,780 $3,211,839 $343,291 $3,555,130 $ 373,761 456,639 $6,990,250 
12/101,740 907 635 413,712 3,321,347 867,587 etry tts | 4,337,154 
10,170,817 2,236,336 73,225 : 2,039, 812 2,138,219 3,683,225 
9,383,087 5,897,116 624, 6,521,804 28, 420,653 1,812,543 
8,907,625 | 955,499 34;810 } 1 $33535 3,604,891 2,678,890 
6,929,277 1,159,963 | 172,420 1,332,383 134/638 1,785,831 3,676,425 
6,727,439 | 1,533,760 1,533,760 | 2'570,749 2,622,930 
6,615,775 1.137,139 | 72,652 ‘209,791 | 744,235 942.4 1,719,293 
6,560,984 1,788,238 | 12; 801,138 | 718,255 1,274,721 2,766,870 
117,982 | 4.254952 299/575 4,554,527 | 91,010} 1,472,445 
$,401,022 | 623,467 | 85,801 | 709, 684524 3, 650, 582 356, 
4,703,055 | 663,902 189,745 2,853,647 | 431,265 | 078 1,416,065 
4,404,267 432,324 17, 449,912 | 101/230 | >, 523 B45 329, 
4,308,611 | 560,308 | 55,435 615,743 | 276.468 1,755,513 
4,259,068 586,958 | 7,006 | 683,964 369,526 2’ 4 ies } 903,413 
4,194,739 1,712,989 | 1,712'989 126,050 1/855,675 500,025 
4,145,797 | 1623/9521 60,054 1,684,005 : 1/595, 707 179,145 
4,141,145 | 690,300 | 690,309 | 1/439,518 | 2,011,327 
4,136,012 1,437,481 66,251 | 1,503,732 09,8 931,847 1,390,577 
3,920, | 287,186 287.1 167,500 2,247,848 1,217,475 
3/833,683 | 2,554,100 131,435 | 2,685,535 50.638 401:390 696,120 
3,740,799 2,322,189 233,850 | 2,556,039 | 40,570 327,730 6,460 
3,352,247 3,910 35,500 | 539,41) | 71,978 1,019,590 1,721,869 
3,337,125 1,195,682 105,457 1,301,139 | 28,783 6 344 920,859 
2'952'503 1,011,181 28,490 1,039,671 191,080 1,257,582 464,170 
2'869,020 805,501 180,575 | 986,076 2:123 521,249 1,099,552 
2'815,142 1,392,672 111,615 1,504,287 237/105 1,073,750 
812,56: | 2,793,645 | 2,793,645 18,916 
617,731 1,475,506 40,975 1.516481 | 850 1,001,400 
242, 1/689,807 151/582 1,841,289 | 401,515 gts, 
"152,811 1,679,001 1,679,001 | 38,225 . 435,585 
106,458 1,100,101 107,580 7,681 174,861 661,168 62.748 
086,304 | 597,762 597,762 | 905 385,721 1,075,916 
059,568 987/213 152,825 140/038 | 358,230 561,300 
052,256 1,298,937 80,588 1,379,525 | 289,368 383,36 ; 
038,464 | 490,31 490,310 | 982,479 565,675 
963,649 575,116} 4,650 579,766 | 815,108 568,775 
1,830,668 | 2.5 j 642,528 | 399,355, 788,785 
1,803,729 | ; | 966,400 | 837,329 
1, 800, 37 1 321,708 126,643 1,248,352 | 10,820 | : 541,425 
* 5 \ t } mt | , | 
‘743,611 1,738,161 5,450 1,743,611 | = — 
"742,731 1,064,491 | 82,500 | 146, 595,749 
{601,7 1,187,445 | 116,557 1,304,002 | 18,511 279,225 
sir | weg | sae) Bees | aR $3 
‘567, t | 122/850 765,107 | 27/500 
(435,795 831,682 | 150,003 685 ; — asa 10 
'377,308 314,526 |: | 314/526 | 360,282 702.500 
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"318/846 1,075,937 | 1,075,937 | 242,909 
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1,203,136 | 592,897 14,700 | 607,597 | 188,495 154/254 | 252,790 
1,174,332 86,300 86 300 294,101 793,931 
1/170,%9 182,255 182,255 | 826, 162,05¢ 
1,170,779 198,993 58,990 983 245,511 667.285 
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873,552 | 570,650 241,562 812,212 61,340 
872,972 | 872,972 872.972 | 
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2,400 76,247 76,247 527,048 259,105 
841,090 126,715 23,150 149,865 } 408,475 | 282,750 
831,537 328 3 61,500 389,825 } 264/262 177/450 
826,153 722,011 1/461 723,472 99,000 3, 
821.426 28,375 28.375 84,059 | 49% ,031 212,961 
819,890 693,215 1, 774,465 45,425 
819,393 319,245 42873 362,118 457,275 
816, 376,445 81.875 458.320 357,778 
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TV Time Charges Probably Won't Drop, 
But Cost Per Viewer Will, Fellows Says 


PorTLAND, Ore., Sept. 2—‘Tele- 
vision’s time costs are not likely to 
come down, but advertisers will 
receive bonuses in the form of in- 
creased listenership and more 
business.” 

That was the statement made 
here by Harold E. Fellows, presi- 
dent of the National Assn. of Ra- 
dio and Television Broadcasters, 
speaking before a joint luncheon 
meeting of the association’s District 
17 and the City Club of Portland. 

“Among the printed media, tele- 
vision probably will have a more 
dire effect on magazines than on 
newspapers,” Mr. Fellows con- 
tinued. “This possibly may derive 
from the fact that, as in radio, 
there may be over-expansion in 
the periodical field.” He gave it 
as his opinion that “television is 
not apt to lower the value of good 
radio stations.” 


8 Citing examples of unnecessary 
government interference in the 
broadcasting field, Mr. Fellows as- 


serted: “When Congress adjourned 
a few weeks ago, there were over 
80 bills in the hopper directly or 
indirectly affecting radio and tele- 
vision broadcasting. Most of them 
were so written that they would 
limit a broadcaster’s ability to do 
business with the freedom that the 
rest of you enjoy.” 

That television is big business 
is seen when comparisons of recent 
years are made, according to the 
broadcasting executive. The net 
profits (before taxes) of television 
in 195! were $41,600,000. He com- 
pared this to a loss the year before 
of $9,200,000 and a loss of $25,- 
300,000 in 1949. 


Agency Expands Media Dept. 
Completion of a major expansion 
of its Detroit office media depart- 
ment has been announced by Wil- 
liam H. Weintraub & Co. Schedul- 
ing of all media for Kaiser-Frazer 
Sales Corp. will be conducted in 
Detroit instead of New York. Me- 
dia manager in Detroit is Robert 
Clark, formerly with Maxon Inc. 
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Bvery DAIRY FOOD DOLLAR 


CMH } 74) " tw ane 80% of al yous oct 


goes twice as far for you! 


yet onet ory 


Sf of your food dollar a 


CO-OP ADS—Campbell Soup, General Foods and other food advertisers are joining 
the American Dairy Assn. in placing ads like these promoting the use of dairy foods 
in conjunction with other foods. Campbell-Mithun is the agency for the association. 


Magazines Undisputed 
Media Champ: MAB 


New York, Sept. 4—The Maga- 
zine Advertising Bureau today re- 
leased its annual analysis of 1951 
national advertising in four major 
media—magazines, newspapers, 
radio and television. And maga- 
zine advertising, like Abou Ben 
Adhem, led all the rest. 

Magazines, says the bureau, car- 
ried more dollars than any other 
medium, more advertisers spend- 
ing $25,000 or more, more adver- 
tisers spending the major share of 
their budget in magazines, and 
more exclusive advertisers than 
any other medium. 

Further, magazine advertisers 
had a lower casualty rate than 
those in other media, and maga- 
zines recorded significant gains in 
several Publishers Information 
Bureau classifications. Magazines 
now lead in 19 of the 28 classifica- 
tions, and their nearest competitor, 
newspapers, leads only in seven. 


# In a foreword, MAB traces the 
growth of the advertising busi- 
ness. The total number of adver- 


tisers investing $25,000 or more 
in any medium has _ increased 
sharply: in 1939, there were 936 


such advertisers; in 1944, 1,498; in 
1949, 2,198; in 1951, a record 2,384. 

The expenditures of these ad- 
vertisers has increased at a sur- 
prising rate, more than double in 
the last seven years, and more 
than three and one-half times 
since 1939. In that year, only $333,- 
157,000 was spent; in 1951, $1,- 
147,478,000. 

MAB points to one less cheer- 
ful figure: The average expendi- 
ture per advertiser has increased 
much less slowly, and was only 
about 35% higher in 1951 than in 


1939. Where the average adver-| 


tiser spent $355,900 in 1939, he 
spent $479,200 in 1951. This con- 


trasts with a gain of 282.7% in 
national income, and an increase 
of 258.2% in dollar volume of re- 
tail sales in the same period. 


DOLLARS 
For the past few years, as news- 
papers and magazines have strug- 
gled for the top spot in the na- 
tional media picture, much con- 
troversy has grown up over the 


Dollar Volume of 
National Advertising 
in Each of Four Media 


For advertisers spending $25,000 
or more in each medium 


In Millions 
$500 rome 


Magazines 


Television 


1939 1949 50 ‘SI 


newspaper figures. MAB has ar- 
gued that these figures are inflated 
(1) by inclusion of local, political 
and religious accounts, (2) by pro- 
jection. 

In the first place, newspapers 
have claimed that in 1951 they car- 
ried $513,000,000 in national ad- 
vertising—a figure announced 

(Continued on Page 84) 


Victor Ads Feature ‘Extended Play’ Discs 


| editorial 
| Magazine. 


Announce Staff on 
‘Ad Requirements,’ 
AA's New Sister 


Cuicaco, Sept. 4—Advertising 
Publications Inc. today announced 
additional details regarding the or- 
ganization program for Advertis- 
ing Requirements, a new monthly 
magazine which it will publish 
beginning in January. 

G. D. Crain Jr., publisher, said 
that S. R. Bernstein, editor of Ap- 
VERTISING AGE, has been named 
director of the new 
Managing editor is 
Richard S. Hodgson, a graduate 
of the North Dakota State School 
of Science. He has served as pub- 
lic information officer and radio- 
TV executive in the Marine Corps, 
and has been a staff writer for 
Billboard, Vend and Tide. 

Jack Johnson, for the past 11 
years on the advertising sales staff | 
of ADVERTISING AGE and Industrial | 
Marketing, has been made adver- 
tising sales manager. Joseph P.| 
Quin Jr., formerly on the sales! 
staff of Popular Science, and more | 
recently v.p. of the Philip Ritter | 
Co. and account executive of Lew- 
in, Williams & Saylor, has been 
appointed eastern advertising man-. 
ager, with headquarters in New) 
York. 


@ The field of Advertising Re- 
quirements is the production, pro- 
motion and merchandising phases 
of advertising, including such ac- 
tivities as store and window dis- 
play, direct mail, signs, distribu- 
tion services, premiums, advertis- 
ing production, art and photog- 
raphy, printing, typography, pa- 
per and all other non-media prod- 
ucts and services necessary to the 
execution of a successful adver- 
tising and merchandising cam- 
paign. 

There will be a department in 
each issue of the magazine cov- 
ering each of these activities. Suc- 


Victor’s fall campaign also will 
introduce a new line of children’s 
records featuring six in one album. 

The magazine ads will be sup- 
ported by commercials on Victor's 
network radio programs and on 
“Kukla, Fran and Ollie” 
NBC-TV. Trade promotion in- 
cludes pages in Billboard, Cashbox, 


CAMDEN, N. J., Sept. 2—RCA Vic- 
tor will use a spread in the Sept. 
15 Life to launch a national ad 
campaign for its new 45rpm “ex- 
tended play” records. 

The “extended play” record re- 
cently introduced to distributors 
plays up to eight minutes a side. 


over | 


The double page in Life will fea- 
ture the classical Red Seal EP rec- 
ords and will also introduce Vic- 
tor’s new low-price line of both 
45rpm and 3345 rpm classical rec- 
ords under the Bluebird label. The 
classical EP records will seil for 
$1.50 each, plus tax. 

A full page scheduled for the 
Oct. 15 Time will promote Victor’s 
line of popular records. As of Sept. 
1, Victor made available on EP 
all of its 45rpm popular records. 
The EP popular record carries the 
equivalent of four conventional 
sides and will sell for $1.40 each, 
plus tax. 


Record Retailing and Variety. 
J. Walter Thompson Co., New 
York, is the RCA Victor agency. 


Lees Schedules Fall Drive 


James Lees & Sons, Bridgeport, 
Pa., has launched a campaign for 
its carpets using House & Garden, 
Living for Young Homemakers, 
The Saturday Evening Post and 
30 Sunday supplements during 
September. The following month 
the same ad will run in Better 
Homes & Gardens, House Beauti- 
ful and Sunset Magazine. D’Arcy 
Advertising Co., New York, is the 
agency. 


cessful experiences of advertisers 
}in the use of various advertising 
| services, new products, short cuts 
in production, elimination of 


a ——— 
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—7— 


Balti- 


ELECTION TIE-IN—Men’s Hats Inc., 
more, has sent this 30x40” poster to its 
2,500 retailers. It has detailed pen-and-ink 
drawings of the 32 U. S. Presidents. Cahn- 
Miller Inc., Baltimore, is the agency. 


waste in the distribution of ad- 
vertising materials, and many oth- 
er practical types of information 
will be provided in each depart- 
ment. 


® The distribution will be 20,000, 
and will include advertising man- 
agers of national, regional and lo- 
cal companies which are large 
users of advertising equipment, 
materials, services and supplies. 
In addition, agency executives 
in charge of production, art, radio- 
TV production, premiums and oth- 
er non-media activities will be 
included. The promotion depart- 
ments of leading media, recognized 
as large users of advertising ma- 
terials and services, will also be 


;covered with the distribution of 


Advertising Requirements. 

The magazine will have a stand- 
ard 7x10” type page, with a two- 
color cover. The closing date will 
be the first of the month preced- 
ing date of issue, and the publica- 
tion date will be the 20th of the 
month preceding date of publica- 
tion. The first issue, dated Febru- 
ary, will appear Jan. 20, 1953. 


| Hillman Periodicals 
Warned by FTC on 


‘Reprint Collections 


WASHINGTON, Sept. 2—The Fed- 
| eral Trade Commission warned to- 
|day that reprints must be clearly 
labeled as reprints. 

The commission charged that 
Hillman Periodicals, New York, 
misleads the public by failing to 
identify Confessions magazine 
clearly as a collection of stories 
reprinted from other Hillman pub- 
lications. 

In calling for clearer identifica- 
tion, the commission said the only 
|notice given the public was “an 
|inconspicuous statement printed 
on the masthead page.” 

“Failure to adequately disclose 
that the stories and features are 
reprints has a tendency and ca- 
pacity to cause members of the 
purchasing public to erroneously 
| believe that the stories and fea- 
| tures are new and hitherto unpub- 
| lished,” FTC pointed out. 

In the past, FTC has issued com- 
| plaints against publishers who of- 
|fer abridged reprints of well- 
| known books, but there have not 
|been complaints of this type 
| against magazine publishers. 

A hearing in the Hillman case 
has been set for Oct. 16 in New 
York. 


= In New York, a spokesman for 
Hillman said company officials 
had not yet taken up the complaint 
but that they believed the mast- 
head notice appeared in suffi- 
ciently large type. He also said 
that a similar notice now appears 
at the beginning of each story in 
' Confessions. 


‘Jet’ Lights Into 
NegroNewspapers 


New York, Sept. 2—In the past, 
Negro newspapers and magazines 
have combined their efforts to get 
more advertising. They claimed— 
with adequate documentation— 
that manufacturers were over- 
looking a dollar market equal to 
the Canadian. 

It seems as if this kind of co- 
operation is now headed for the 
ashcan,. At least, it looks that way 
from the latest presentation by 
Jet, one of the Johnson publica- 
tions. 


® With a slashing attack a la Mag- 


GG @'VBG Substitute TV 


Summer Shows 
Don't Fare Well 


Year-Round Programs 
Show Lower Decline 
in Audience Reting 


New York, Sept. 5—A TV pro- 
gram that has been around all sea- 
son is more likely to make a good 
audience showing in the summer 
months than a summer replace- 
ment which is brought in to hold 
the time while the regular show 
vacations. 

This is one of the inferences to 
be drawn from an Advertest an- 
alysis of summertime viewing 


|Made during the first two weeks 


of August, the study was based on 
730 personal interviews with set 
owners in this area. 

Seven telecasts that stayed on 
the air this summer suffered an 
average audience loss of 7% in 
number of homes viewing. On the 
other hand, five replacement pro- 
grams showed an average audi- 
ence loss of 68% in homes reached. 


® Year-round programs covered i 
the report: “Toast of the Town 
(Lincoln-Mercury, WCBS-TV 
“Godfrey's Talent Scouts” (Li 
ton, WCBS-TV), “Cavalcade 
Stars” (Drugstore TV Productio 
and Manufacturers, WABD 
“Night Owl Theater” (co-sponsor; 
WPIX), “Broadway TV Theate 
(General Tire and Cavalier cig 
rets, WOR-TV), “Tuesday Nig 
Boxing” (Hessler beer, Seidenbe 
cigars, WATV, Newark) and “Bet 
lah” (Procter & Gamble, WJ 
TV). 

Such shows as “Toast of t 
Town” and “Talent Scouts” appa 
ently kept their positions pret 
well intact with the fickle publ 
without regulars Ed Sullivan a 
Arthur Godfrey, both of who 
took a short vacation from th 
TV chores. 


@ The five winter programs a 
their summer replacements co 
ered in the report were: “I Lo 
Lucy” replaced by “My Litt 
Margie” (Philip Morris, WCBS 
TV), “Show of Shows” replaced by 
“Saturday Night Dance Party” 
(several sponsors, WNBT), “Com- 
edy Hour” replaced by “The Big 
Payoff” (Colgate, WNBT), “Fire- 
side Theater” replaced by “Boss 
Lady” (P&G, WNBT) and “Texaco 
Star Theater” replaced by sus- 
tainer “Midwestern Hayride” 
(WNBT). 

Advertest reports that the aver- 
age individual in a TV home (in 
the sample) was at home approxi- 
mately eight hours between 9 a.m. 
and midnight. And this is how that 
average individual divided his time 
among major media on the average 


,* Vy 
azine Advertising Bureau, Jet has | 8: 3% hours to TV, one hour to 
radio, one hour to newspapers and 


torn into Negro newspapers with | , : 
a circulation and cost comparison | °"¢-third hour to magazines. 
study. A series of charts which | ; 
Jet presents for the consideration |® Total sets-in-use for the average 
of advertisers adds up to the fol-| Summer day this year was 83.8%. 
lowing findings: | About 37% of all homes questioned 
1. In the past five years, 1947 turned their sets on before & _— 
through 1951, the circulation of Some 77% of the homes used their 


ABC Negro newspapers has de- 
clined 195,038, or 18.3%. Only 
three out of the 17 newspapers 
listed had a gain in circulation 
during this period. Some of the 
big reader losses are 53,821 for the 
Chicago Defender (all editions), 
48,870 for New York’s Amsterdam 
News (all editions), 33,750 for 
Baltimore’s Afro-American (all 
editions), 19,714 for the Pittsburgh 
Courier (all editions) and 10,746 
for the Norfolk Journal & Guide. 

2. During this same five-year 
period the line rates of the ABC 

(Continued on Page 6) 


TV sets between 5 p.m. and 11 p.m. 
and about 23% stayed with TV 
after 11 p.m. 

On the question of winter versus 
summer viewing: 15.1% watched 
more in summer than winter and 
27.8% watched less. For more than 
57% there was no difference. 


UBC Sells Station WHKK 


United Broadcasting Co., Akron, 
has sold Station WHKK to Jackson 
B. Maurer, sales manager of WHK, 
Cleveland, and Philip R. Herbert, 
general sales manager of WHKK 
The new company will be known 
.as WHKK Broadcasting Co. 
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Mabe 


Vitamin Corp. to 
Kastor, Farrell; 
Jones Shop Closing? 


(Continued from Page 1) 
people who worked with him at 
the Jones Co. on the VCA business 
will go with him to the new agen- 
cy. “And Duane and I,” he added, 
“will make every effert to place 
every staff member who may be 
affected by the policy change” de- 
cided upon by the board of direc- 
tors. 


® The “character change” of the 
agency probably means that the 
remaining $500,000 of its billings 
will be resigned shortly. The ac- 
counts include Angelique Inc. 
(perfumes), National Re-Clean 
Corp. of America (Kordolin), 
(7-Minit pie crust mix). Kordol 
Corp. of America (Kordolin) 
formerly with the Jones Co., went 
to Kenneth Raden Co, last month. 

Mr. Rill, a specialist in food and 


drug advertising who joined the 
agency last November, said the 
policy change “affected the serv- 
ices vital to the continued success 
of my clients’ advertising.” As a 
result, he added, he conferred with 
several agencies before the deci- 
sion was made to appoint Kastor, 
Farrell. 


® Prior to joining the Jones Co., 
Mr. Rill was v.p. and general man- 
ager of the New York office of 
Grant Advertising. After leaving 
Grant last October, he solicited 
the Vitamin Corp. account, then 
with Harry B. Cohen Advertising. 
It went with him to the Jones 
agency. 

VCA had been with the Cohen 
agency about a year, where it was 


billing about $1,000,000. Prior to © 


that, the account was with Byrd, 
Richard & Pound. Kastor, Farrell 
billed $5,300,000 in 1951 and $5,- 
100,000 the year before. It handles 
Blatz beer, Crown luggage, Pierce's 
Proprietaries, and Hickok Mfg. 
Co., among others. i 
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Highlights of the Week's News 


The PIB is out with its figures on national advertising during the first 
six months of 1952. Magazine and TV expenditures are up and P&G 
still heads the list, followed by the same “big four”—General Foods, 
Colgate-Palmolive-Peet, General Motors and Lever Bros. ....Page 1 


Chambers Made Manager of 
‘Dallas Times Herald’ 

James F. Chambers Jr., who 
joined the Dallas Times Herald in 
1944 as executive news editor, has 
been named v.p. 
and general man- 
ager of the news- 
paper. He has 
served as man- 
aging editor 
since 1945, and 
was elected to 
the paper’s board 
last year. 

. —_ = The Magazine Advertising Bureau masses an army of statistics in 
ae CE wine an attempt to show that magazines were the No. 1 medium in 
three other top- J. F. Chambers | 1951 
level changes. D. ee , he icati 

A. Geeamwell, weesurer ef the The media rivalry has spread to the Negro publications. A new Jet 
newspaper and v.p. and treasurer| Presentation says bluntly that Negro magazines are better media 
of KRLD, has added the title of| tham Negro mewspapers....................cceeececeeeeees Page 3 
executive v.p. of the newspaper. | 
V. Upton, secretary of the 
erg eg assistant secretary | 
o , has been named Ist v.p. : 
of the newspaper. Albert N. jek The old county fair is quite a merchandising operation. A special AA 
son, assistant advertising director,| article reports on how one of the biggest is staged .......... Page 56 
has been advanced to assistant to| i 

the president and a member of the | Albert Lasker talks about early automobile advertising in the 10th 
executive committee of the Times! instalment of “The Lasker Story... As He Told It” ........ Page 78 


NBC surprises no one by chopping ad costs on nighttime network radio 
to make the net competitive with Columbia. Morning time rates will 
PME coat E ea cokes sava ss samehereeadias seas eee Page 1 


Newspaper Agency Corp. is formed in Salt Lake City to publish and 
print remaining two papers in one plant .................. Page 2 


Once an adman always an adman. An agency president who went to 
Maine to retire is now selling lobsters by mail .............. Page 44 


Herald, 
REGULAR FEATURES 
Advertising Market Place ....64 Information for Advertisers . .64 


he en od 


ACB Reports give facts on which 


ACB GIVES YOU THE 


“orassroot’ information 
YOU NEED FOR BETTER 
SALES AND ADVERTISING RESULTS 


Along Media Path .......... 32 Mail Order Clinic ........... 78 
Coming Conventions ........ 52 RE ee 67 
Creative Man’s Corner ....... 76 Photographic Review ........ 72 
Department Store Sales ...... 40 eT ore 12 
ER oe a ee ae Ra Se ee 12 Salesense in Advertising ..... 16 
Employe Relations .......... 715 This Week in Washington ....71 
Eye and Ear Department ....75 Voice of the Advertiser ...... 68 
Getting Personal ............ 18 What They’re Saying ........ 12 


Chicago Chapter Formed 
by Four A’s Members 

Chicago advertising agencies, 
with 42 offices of members of the 
American Assn. of Advertising 


Agencies involved, have formed a} 


Chicago chapter of the organiza- 
tion. Clinton E. Frank of Price, 
Robinson & Frank is chairman of 


| the board of governors. Vice-chair- 


man is James Cominos of Need- 
ham, Louis & Brorby, and Hervey 


L. MacCowan of MacCowan Ad- 
vertising is secretary-treasurer. 
Other members of the board of 
governors are George Bogart, J. R. 
Pershall Co., and Robert Burton, 
Young & Rubicam. 

The chapter is the 16th local 
chapter within the Four A’s, and 
the eighth within the area of the 
Central Council, of which John 
Willem, Leo Burnett Co., is gov- 
ernor. 


“ACB service has been extremely : 
to us as a means for increasing the am 


Billion Dollar 
Retail Market 


The METROPOLITAN OAKLAND AREA (Alameda 
and Contra Costa Counties) ranks high on the 
Pacific Coast in RETAIL SALES... 


% 2nd in Food Sales 
* 3rd in Drug Sales 


decisions can be safely made 


Into ACB’s receiving rooms each day comes 
the nation’s daily newspapers — their col- 
umns laden with 1'¢ billion dollars yearly 
of retailer advertising plus ‘2 billion dollars 
of national advertising. 


The advertising columns are read and 
checked and processed into ACB Reports— 
each Report made strictly according to the 
user's own specifications! More than 1,100 
progressive concerns use ACB Reports to 
alter or confirm their sales set-ups and ad- 
vertising strategies. 


As you study an ACB Report, clear- 
focus — of situations like these are 
framed in your mind. 


. . . What's gone wrong with retailer sup- 
port in Jensen's territory . . . Competico is 
really advertising in the Atlantic States . . . 
the price spread an Dallas seems ide eee 
why are we getting “‘skunked™ in Tacoma .. . 
The Emporium in Macon is doing a standout 
job with our mats . . . our new man isn’t bad 
according to this Report . . . 


Wherever a product is sold through re- 
tail stores, there is a need for ACB Research 
Reports. Kroehler Co., world’s largest maker 
of furniture, a user of ACB Reports for more 
than 15 years, says: 


daily newspaper advertising run by our 
‘ 
mentioning our brand name.” 


Send for New Free Catalog 


ACB has just issued a new cata 
scribing its 14 different services and { 
same. It’s a 48-page book that sh: 
in every sales and advertising depa 
In addition it contains a directory 
daily newspapers plus the U.S. Trade 
breakdown of 1,769,540 retail es! 
ments! Send for it—it’s free! 


ACB reads every advertisement in every daily 3 


ACB SERVICE OFFICES 
79 Madison Ave. « New York 
18S. Michigan Ave. « Chicag 
20 South Third St. « Columbus 
161 Jefferson Ave. « Me: 
51 First St. «San Fran 


ADVE 


oo aS ure 


CHECKING BUREAU 


RTISING 


Source: 1952 Sales Management 
TOTAL NET PAID CIRCULATION 


many 196,505 ~~~ 208,264 
9 7 


A.B.C. Publisher's Statement, March 31, 1952 


* 3rd in General 
Merchandise Sales 

* 3rd in Furniture, 
Household Sales 
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33rd in a series 


| in General Linage 
among ALL U.S. Newspapers 


NEW YORK 


Herald Tribun 


230 WEST 4Ist STREET, NEW YORK 36, NEW YORK © PEnnsylvania 6-4000 


Represented nationally by Scolaro, Meeker and Scott in Chicago, Detroit and Philadelphia; 
and Doyle and Hawley in Los Angeles and San Francisco 


2 ‘ 


Source: Media Records (First Half 1952) 
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Ertell Rejoins Casler 
Robert Ertell has rejoined Cas- 
Remember ler, Hempstead & Hanford, Chi- 
WM. F. RUPERT cago, as art director after a year’s 
Compiler of NATIONAL “T™Y Service. 
BIRTH LISTS EXCLUSIVELY WerBel] Names Nikolas V. P. 
for over 55 years Mitchell WerBell Advertising 
90 Fitth ave., New York 11 Agency, Atlanta, has named Frank 
Of 5-3523 E. Nikolas v.p. in charge of new 
business. 


What do you sell or remodeling? 


Mm 6HEATING) =: 2 

Ny ’ ~ 

5 z no) it 
me SYSTEMS? 
SEE THE FACTS ABOUT THE 


o BAY CITY STORY inthis issue of Advertising Age 
. y 

DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 

TO GREATER MODERNIZATION SALES. RESERVE SPACE NOW! 


When you 
m= @6need 
zo RECENT 
’ BIRTH 
LISTS 


John Gilman Named 


Durstine Executive 


New York, Sept. 5—Roy Dur- 
stine Inc. will announce Monday 
the appointment of John R. Gil- 
man as a v.p. Mr. Gilman re- 
signed last Jan- 
uary as v.p. of 
Colgate-Palmol- 
ive-Peet Co. a 
post he had held 
for three years. 
Before joining 
Colgate he had 
been with Lever 
Bros. Co. for 30 
years. 

Mr. Gilman, as 
a director and 
v.p. in charge of 
advertising for Lever, was re- 
sponsible for “Lux Theater of the 
Air,’ which was developed under 
his direction. 

With Durstine, he will work 
with all the agency's clients, es- 
pecially those in the package goods 
field. 


John Gilman 


Advertising Age, September 8, 1952 


Shortly after Mr. Gilman left 
Colgate, Robert E. Healy, v.p. in 
charge of advertising for that 
company, announced his resigna- 
tion. Both said the resignations 
were coincidental and that neither 
knew of the other’s intention. Mr. 
Healy is now v.p. and treasurer 
of McCann-Erickson. 


~ 


‘Herald’ Publishes Daily 

The Herald, Sanford, N.C., for- 
merly a weekly newspaper, is now 
being published daily. Robert Ma- 
son, formerly with the Virginian- 
Pilot, Norfolk, Va., is editor of the 
new afternoon paper. 


1,188,419 TV Sets in Chicago 

The July report from the Elec- 
tric Assn., Chicago, brings the 
total number of television sets in 
use in the Chicago area to 1,188,- 
419, an increase of 15,575 for the 
month. 


Hydraulic-Liftt Names Agency 

Hydraulic-Lift Trailers Inc., Los 
Angeles, manufacturer of commer- 
cial trailers, has appointed Ti ds 
& Cantz, Hollywood, as its agency. 


the 


MST 


consumer 


More than 40% of the nation’s durable goods are 
“consumed” by families in the Fabulous Fifth! |n 
its current Survey of Consumer Finances, the Federal Re- 
serve Board has arranged America’s families by fifths, 
according to income. The startling figures show that the 
top (or “Fabulous”) fifth is the mammoth market for 
durable goods. They get nearly half the total consumer 
‘& income in the country...they pocket the bulk (42° ) of 
the spendable cash...they control 60°C of the nation’s 


ae 


House Beautiful sells boti 


) Fabulous Fifth 


| isa large 


savings. They're 


you're selling a 


More than 80 
is concentrate 
the most import 
for a long time 
boost sales for \ 
572 Madison A: 


families you can’t do without, whether 


ision set or a teaspoon. 


of House Beautiful’s circulation 

the Fabulous Fifth! This is one of 
media stories” you're likely to hear 
ear more about it, and how it can 
rone us at PLaza 5-2800 or write to 
New York 22, New York. 


les of the counter 


‘Jet’ Lights Into 
NegroNewspapers 


(Continued from Page 3) 
Negro papers increased an over-all 
21.8%. 

3. The cost of a page of adver- 
tising in a Negro magazine is low- 
er than the cost of a newspaper 
page in any size city. In fact, an 
advertiser placing a b&w ad in 
four Negro magazines—Ebony, Jet, 
Our World and Tan—will pay $3,- 
850; a b&w page in each Negro 
newspaper would cost $10,176.72. 
This is in spite of the fact that the 
total circulation of the Negro pa- 
pers is 809,032, compared to a total 
of 1,250,000 for the four magazines. 


s A final chart in the study gives 
a local circulation comparison for 
17 major cities with 100,000 or 
more Negro population. The news- 
papers make a better showing here, 
but not by much. The table shows 
that in most cities the leading pa- 
per has a higher circulation than 
any one magazine. However, the 
magazines obviously have the wid- 
er penetration and in some cases— 
such as in Philadelphia and the 
New York-Northeast New Jersey 
area—one magazine, Ebony, out- 
sells the leading newspaper. 

Jet concludes the study with an 
outline of its merchandising serv- 
ices and a summary couched in the 
best “impartial” manner: ‘“Mar- 
kets cannot be profitably expanded 
in terms of increased sales, when, 
at additional cost, media coverage 
shrinks. The foregoing data are 
documentary and it is hoped that 
the facts will be helpful in an 
evaluation of media, coverage and 
cost.’ 


Price, Robinson & Frank 
Elects Frank Exec V. P. 


Clinton E. Frank, onetime foot- 
ball great at Yale, has been elected 
executive v.p. of Price, Robinson 
& Frank in Chi- 
cago. Mr. Frank 
has been a prin- 
cipal of the agen- 


cy since its for- 
mation late in 
1949. 

He joined 


Dancer-Fitzger- 
ald-Sample in 
Chicago after 
graduation from 
Yale in 1938. 
Following service 
in the Air Force 
from 1941 to 1945, he rejoined 
D-F-S as an account executive. In 
1948 he moved to Brach Candy Co. 
as director of advertising, leaving 
the following year to form his 
agency with John F. Price and 
David E. Robinson. 


Clint Frank 


Sharp & Dohme Promotes Two 

Sharp & Dohme, Philadelphia 
pharmaceutical manufacturer, has 
promoted Bert L. Hill, formerly 
products marketing supervisor, to 
veterinary products supervisor, 
succeeding C. E. Greiner. W. F. 
Woelfle, formerly on the S&D sales 
staff, succeeds Mr. Hill. 


Send NoMoney 


We've published a book entitled, “The 
Quickest Way to National Sales.” This 
book gives to Agency men and manufac- 
turers the “low down” on Direct Selling 
—reveals the “trade secrets” that make 
this multi-billion dollar industry tick. If 
you're now handling Direct Selling ac- 
counts, or if you have a line on some, 
“The Quickest Way to National Sales” 
will be able to save you a lot of head- 
aches and show you some proved methods 
for increasing your clients billing —_to 
HIS advantage as w as to yours. The 
Book is FREE if you ask for it on your 
company letterhead. 


SPECIALTY SALESMAN MAGAZINE 
Room 812-A, 307 WN. Michigan Ave., Chicago 1, III. 
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weighing, comparing . . . and, finally selecting their 

preferences. As they scan the 400-odd comics books 
on their newsstands, most of them choose titles of The National Comics 
Group. We like to believe that it’s because they recognize quality . . . 
quality of conception, writing, artwork, printing . . . all those things that 
make for leadership in every field of publishing. 


With its selected audience and selected editorial appeal, The National 
Comics Group is doing a thoughtful and effective job . . . is presenting 
in a new garb those age-old charmers, Humor and Adventure. Our 
advertisers benefit, too! 


ational 
Omics 
roup 


Represented by 


Richard A. Feldon & Co., Inc. 


205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Meade Joins ‘Park East’ 

Harry Meade, formerly with 
Cue, has joined the advertising 
staff of Park East, New York. 
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| B&B Resigns Bakers Account 


Benton & Bowles, New York, has 
resigned as agency for Arnold 
Bakers Inc., Port Chester, N. Y. 
effective Dec. 1. Arnold has named 
no new agency yet. 


Doyle Agency Has New Office 
Jack M. Doyle Advertising, 
Louisville, has moved its offices 


CHICAGO © SIGN MICHIGAN © SUPERIOR ame to the Fincastle Bidg., 305 W 
Broadway, Louisville 2. 
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NBC Affiliates 
Okay 23-30% Cut 
in Night Rates 


(Continued from Page 1) 

2. Weekly dollar volume dis- 
counts ranging from 32% to 42%. 
3. An over-all annual dollar vol- 
ume discount of 47.75% in lieu of 
the annual rebate and weekly dis- 
counts. 


® The multi-million-dollar adver- 
tiser benefits considerably from 
the new discount structure. By 
meeting the first two conditions an 
advertiser can get a maximum 
discount of 52% on gross billings, 
compared to a 30.2% top under the 
old system. But to get the full 42% 
discount offered in the second con- 
dition, a company will have to 
spend roughly $50,000 a week. 


Advertising Age, September 8, 1952 


Thus, in order to qualify for the 
52% top, an evening advertiser 
must (1) broadcast 52 weeks con- 
secutively and (2) spend at least 
$2,600,000 a year. 

For the smaller advertisers, NBC 
is retaining the weekly discount 
plan which CBS scrapped in favor 
of an annual dollar volume dis- 
count schedule. NBC will tell ad- 
vertisers that its weekly discount 


advertisers like P&G, Lever Bros., 
General Mills, etc. This involves a 
price change for combinations of 
day and nighttime periods. Under 
the new method, an advertiser who 
has a five-day strip consisting of a 
minimum of 15 minutes a day can 
buy another 15-minute segment 
and get a lower “contiguous” rate 
on total program time within any 
one day. The networks have used 


. 47.75% 


system offers greater flexibility | the “contiguous” rate policy in the 
than a discount plan based on an/ past, but only for one time period. 
annual volume. By this change NBC hopes to en- 
| courage daytime advertisers to add 
third discount class of|nighttime programs, and_ vice 
amounts to a 25% rate|Versa. Of course, the catch is you 
cut for advertisers spending in| ave to start out with a five-day 
the vicinity of $1,300,000 anrually | StTip of at least 15 minutes a day 
on NBC night radio. It is offered|@nd your “other” segment must 
for sponsors who spend a substan- also be at least 15 minutes. In ef- 
tial amount in network time, but | fect, NBC is bidding for bigger 
who do not have a 52-week sched-| Volume with the old “two-for-one” 
ule. It is also quite competitive | 5@les approach. 
with CBS, since the comparable | : 
discount on that network is only|® Daytime rates under the new 
about 40%. | NBC plan will be raised 11.11%. 
The NBC plan also offers a new This is identical with the CBS 
inducement for the giant radio action and restores the daytime 
rate card to its pre-July, 1951 
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Taxes and Your Telephone 


A considerable part of the money you pay for te! 


goes right out in taxes. In fact, the total telephone ta 


averaged $2.70 per month for every 


It will be even higher this year. 


Taxes are necessary ... you couldn't run a city 


phone service 
ill last year 
the country. 


Bell telephone 


te or nation 


without them. But they do mount up. 


This is one of a series of informative ; 
{merican Telephone & Telegraph Company, our 


N. W. AYER & SON, INC. 


Philadelphia, New } 


ges from the 
ut since 1908. 


ucago, Detroit 


San Francisco, Hollywood, Boston, H lu 


status. These gross charges will be 
subject to the following discounts: 

1. An annual rebate of 10% for 
52 consecutive weeks of broadcast- 
ing. 

2. Weekly dollar volume dis- 
counts ranging from 5% to 27.5%. 
These discounts are adjusted down- 
ward by 10 percentage points for 
morning time periods, thus pro- 
ducing a differential between net 
time costs for morning and after- 
noon. 

The NBC plan also calls for a 
14% reduction in revenue received 
by the stations from the network. 


@ The top brass at NBC, headed 
by President Joseph McConnell, 
came to Chicago for the meeting 
and reported that they had little 
trouble convincing the affiliates of 
the need for an adjustment, par- 
ticularly in view of the CBS action. 
The main resolution approving the 
changes passed without opposition, 
but one station—believed to be 
KOB, Albuquerque—reportedly 
voted against the change in the 
“contiguous” rate policy. 

| The “we don’t like this, but we’ll 
do it” attitude of the affiliates can 
| be seen in the wording of the main 
resolution, which read: 

“Subject to individual negotia- 
tions it is the sense of the NBC 
jaffliates here assembled that the 
|NBC proposal re adjustments of 
| discounts to network advertisers 
}is unavoidable at this time and the 
affiliates feel that their sharing 
| in the decreased revenues resulting 
|is equitable.” 

P. A. Sugg of WKY, Oklahoma 
City, chairman of the affiliates 
committee, commented: 

“Although the affiliates believe 
'that in terms of value delivered, 
network radio is already under- 
|priced, we recognize the realities 
| of the competitive situation.” 

| Skinner Joins Inland 

Richard W. Skinner, formerly 
with Weekly Newspaper Repre- 
| sentatives, has joined the New 
| York offiee of Inland Newspaper 
| Representatives. 


_Mullen-Nicolin Moves 

| Mullen-Nicolin Advertising, 
Minneapolis, has moved into larger 
offices in the Leighton Bldg., 130 
S. 10th St. 


225,000 Rotarians own their 
homes 
108,300 own income property 
65,550 own farms 
79,800 plan to build or buy 
293,000 pay for and read 
The Rotarian regu- 
larly. 
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e For Americans everywhere there is no thrill like heme 


there when the ump yells, ‘Play Ball!’ 


e For that half of the nation’s families who live in what 
we call the Country-Side* market, this thrill is most likely 
to come at a minor league or sand lot game. But these 
families, farm and non-farm, are anything but minor 
league prospects for major league advertisers. Our busi 


ness 1s helping you be there with your sales messages 


e We cover the Country-Side market as no one else does 
First, to help you reach and sell the farm families of 
the Country-Side market we developed the largest and 
most successful farm magazine in America Farm Journal 
Next, to meet the non-farm interests of Country -Side 
families we developed the only dual appeal magazine 
which majors in the non-farm side of the Country-Side 


market— Pathfinder 


... take me out to the ball game 


¢ Like the people of the Country-Side market, farm and 
non-farm, Pathfinder and Farm Journal belong side by 
side. Now, you can buy them that way—a 4-million 
package buy at a package price—the Country-Side Unit 


a powerful approach to America’s greatest market. 


families, more than 


% The 19 million 
half the people of America, who lire 
m trade center f he than 10,000 
populativ nme roads t tlage ‘down 


country lanes and on farms 


Farm Journal, Inc. 
Washington Square, Phila. 5, Pa 


GRAHAM PATTERSON, Pablisher 
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Chicago Furniture Show Set 


to coincide with the date of the 


The mid-season furniture show- 
ing of new merchandise will be 
held in Chicago Oct. 20-25, planned 


«! 


Actual photo of R G. 
LeTourneau inspecting 
a new giant tire (10 ft 
tall and 4 ft. wide) for 
one of LeTourneau's new 
road building machines 


ms Ay 


ve ee 


ae 


TO PROMOTE 
BIGGER SALES OF 
YOUR PRODUCTS 


ce 


(manufacturer of large 
road building equipment) 


is one of Peoria's 


“a Eff. BUYING ee Summer Furniture Market, accord- 


ing to the Chicago Mid-Market 


$841,9 31 000 Assn. Showrooms in the American 
’ > , 


Furniture Mart and the Merchan- 
dise Mart will be open for the 


R. G. LeTourneau, Inc. event. The show is being held for 


department stores who anticipate 
major January and February pro- 
motions 


many industries with Joins ‘Journal of Commerce’ 
world-wide distribution Charles S. Roever, formerly ad- 
that help make the vertising manager of Skyways, has 


joined the national advertising 


rich PEORIArea a staff of the Journal of Commerce, 
MAJOR MARKET! New York. He will specialize in 


industrial accounts. 


ae Signal-Stat Names Agency 
PEORIA JOURNAL STAR 250, 000 Signal-Stat Corp., Brooklyn 
é sent Sa maker of directional signals for 
Covers All Peoriarea wk oe E trucks, buses and passenger cars, 
Represented Nationally by WARD-GRIFFITH CO.., Inc. rf has appointed Aitkin-Kynett Co., 
Philadelphia, to handle its ad- 
vertising. 


OREGON’S BIGGEST 
FOOD PROMOTIONS use the 
Oregonian exclusively! 


WOODYARD BROS., one of the Northwest's largest independent 
food stores, selected The Oregonian exclusively for this 
high-buying region's biggest food promotion by a single 
retailer. This ove Portland store packed its enlarged sales 
floors with the power of 12 full pages in The Oregonian... 
proof again that The Oregonian is Oregon's first buy 
to sell women! This is another of the big food promotions 
appearing exclusively in The Oregonian during 1952. 


The largest chains and independen 
The Oregonian alone to produce \ 
their biggest promotions... becaus 
in circulation and first in sales infil 


IN OREGON 
— the Oregoni 
PORTLAND 
—_—_——ft— Largest Circulation in the Pacific Northwest — 2 


REPRESENTED NATIONALLY BY MOLONEY, REGAN ANO SCHMITT, IN 


lepend on 

ime successes for 

he Oregonian is first 
ice. 


in 


EGON 


38 Daily, 285,112 Sunday 


NO SIDE SADDLE—New ads for United 

Mink Producers Assn. will stre:s family 

scenes like this, instead of “a model riding 
side saddle in a chair.’ 


Mink Producers 
Plan New Approach 
to Fur Advertising 


JANESVILLE, Wis., Sept. 3—The 
United Mink Producers Assn. plans 
to introduce a “startlingly differ- 
ent approach to fur industry pro- 
motion” in its new advertising 
campaign. 

“This campaign may cause an 
upheaval in fur merchandising,” 
William Koenig, the association’s 
ad committee chairman, said in 
announcing the campaign. 

“But we are breaking the umbil- 


| ical cord with the traditional style 


of copy that shows a model riding 


|side saddle in a chair,” he said. 


“That type of fur advertising has 


| tended to become a contest in pho- 
| tography to see who could take the 


best picture of the luster and soft- 
ness of the fur. 

“The advertisements in this new 
campaign have more than that in 
mind. They graduate from the idea 
of mink garments posed only in 
chi-chi opera and diamond brace- 
let settings. They tell a story and 
they provide pictorial evidence of 
mink garments in the familiar and 
warm setting of upper-bracket 
family life where it is worn beau- 


tifully and usefully.” 


® Twelve different scenes will be 
used in the new ad series. The 
scenes include a mother in mink 
watching her son get a hair cut; 
watching her daughter perform at 
dancing school; carrying an infant 
home from christening, etc. 

Full pages in b&w will run in 
Harper’s Bazaar, The New York- 
er, Town & Country and Vogue. A 
total of sixteen ads will appear 
between now and next March. 

Department stores featuring 
mink pelts from an association 
member will tie in with the cam- 
paign through local newspaper ads. 
Counter cards, tear sheets and oth- 
er point of sale material are also 
being distributed. 

Morey, Humm & Johnstone, New 
York, is the association’s agency. 


FC&B Transfers Galbraith 


Bessie Galbraith, for many years 
regional director of Foote, Cone & 
Belding’s affiliate office in Mexico 
City, Publicidad General S. A., 
has been transferred to the Los 
Angeles office in a creative capaci- 
ty. She has been succeeded by Al- 
berto Ortega, previously regional 
director in the agency’s affiliate 
office in Cuba, Organizacion Tec- 
nicia Publicidad Taria Latino 
America. 


Gallagher to Ball Bros. Co. 


T. Stanley Gallagher, formerly 
market research manager in New 
York for Daystrom furniture divi- 
sion of Daystrom Inc., has been 
named marketing research director 
for Ball Bros. Co., Muncie, Ind., 
maker of fruit jars, caps and je'ly 
glasses. 
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‘More Sales’ Theme 
Set for Meeting of 
Photo-Lithographers 


New York, Sept. 2—‘“More sales 
at a profit’ will be the general 
theme of the 20th annual conven- 


tion here, Nov. 5-8, of the Na- 
tional Assn. of Photo-Lithogra- 
phers. 


Featuring the sessions will be a 
talk by A. J. Fay, sales manager, 
National Process Co., on creating 
sales, and a presentation on mod- 
ern accounting by Jack Kromberg, 
CPA. 

Remington Rand will have an 
exhibit of equipment used in ma- 
chine accounting. Calculagraph Co. 
will show its new calculating time 
recorder. 

A panel of buyers of lithography 
will include Fred E. Haubold, pur-| 
chasing agent, General Motors 
Corp.; A. J. Gross, production man- 
ager, advertising department, Rem- 
ington Rand; Robert E. Massa,! 
buyer, General Foods  Corp.;! 
George B. Dearnley, v.p., McCann-'! 
Erickson, and H. R. Meeher, ad- 
vertising production manager, 
Colgate-Palmolive-Peet Co. 

At least 35 manufacturers and | 
suppliers are expected to have 
exhibitions at the convention, | 
which will be held at the Hotel} 
New Yorker. 


PHOTOENGRAVERS TO 
MEET IN CHICAGO, OCT. 6-8 

Cuicaco, Sept. 2—The American 
Photoengravers Assn. will as- 
semble its members here Oct. 6 
for the association’s 56th annual 
convention at the Drake Hotel 

The meeting, which runs through 
Oct. 8, will be addressed by 27 
speakers including Erwin A. 
Miessler, v.p. and production di- 
rector, Needham, Louis & Brorby, 
and Harlow P. Roberts, past presi- 
dent of the Chicago Federated Ad- 
veftising Club. 

Charles G. Barkley, general 
manager of the scanner division, 
Printing Developments Inc., will 
present a progress report on the 
Time-Life electronic color scanner, 
and S. Clinton Conrad, v.p. of 
Vogue-Wright Studios, Chicago, is 
scheduled to describe “behind the 
scenes of the world’s largest art 
studio.” The majority of the other 
talks are on technical aspects of 
photoengraving and new develop- 
ments. 

Forty-five 
suppliers will 
the Drake 
Schrieber is 
of the APA. 


and 
exhibits at 
Frank J. 

secretary 


manufacturers 
have 

meeting. 

executive 


General Mills Negotiates 
with O-Cel-O Inc. in Deal 
General Mills Inc., Minneapolis, 
and O-Cel-O Inc., Buffalo maker 
of cellulose sponges, are negotiat- 
ing for a merger of the two com- 
panies. Under the deal, O-Cel-O 
will become a subsidiary of Gen- 
eral Mills and operate as a separate 
unit, keeping its present officers, 
personnel and sales agencies and 
distribution methods. The merger | 
marks a further expansion of Gen- 
eral Mills into the non-food field. 
Under the merger deal, stock- 
holders of O-Cel-O will receive 
one share of General Mills common 
stock for every 3% shares of O- 
Cel-O, and 10 shares of General | 
Mills common for every 11 shares 
of O-Cel-O preferred. Comstock & 
Co., Buffalo, is the O-Cel-O agen- 
cy. 


Promotes L. F. Chitty 

L. F. Chitty, manager of the me- 
dia department of Cockfield, 
Brown & Co., Toronto, has been 
promoted to assistant to the man- 
aging director of the Toronto of- 
fice. He has been with the agency 
since 1941. 


Promotes Joseph Hoover 
Joseph S. Hoover, manager of 
dealer relations since 1949, has 
been promoted to assistant v.p. in 
charge of dealer relations of Hoov- 
er Co., North Canton, O., maker of 
vaeuum cleaners. 


Hoel Heads New PR Dept. 


Kenneth Hoel, formerly head of 
the advertising and publicity de- 
partment of Harris Theaters, Ice 
Capades and Ice Cycles, the Gar- 
dens Sports Arena and the Pitts- 
burgh Hornet Hockey Club, has 
been named head of the new pub- 
lic relations and promotion de- 
partment of G. Norman Burk Inc., 
Pittsburgh agency. 


Photostat Corp. Boosts Two 

Charles J. Leaty has been pro- 
moted to v.p. and sales manager 
of Photostat Corp., Rochester. Don- 
ald H. Niven has been named as- 
sistant sales manager. 


Rinker Joins Sarra Studio | 

Edward W. Rinker, formerly 
sales representative for Bielefeld 
Studios Inc., has joined the Chi- 
cago sales staff of Sarra Inc. He) 
will work on al! four phases of 
Sarra’s photographic services—il- 
lustrative photography, motion pic- 
tures, slidefilms and filmed com- 
mercials for TV. 


Hudnut Appoints Johnson 


Robert S. Johnson, formerly with 
Booz, Allen & Hamilton, manage- 
ment consultant, has been named 
v.p. in charge of personnel rela- 
tions of Warner-Hudnut Inc., New 
| York. 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 
TO GREATER MODERNIZATION SALES. RESERVE SPACE NOW! 


“Here’s just the 


gift for mommy” §& 


ufacturers have made it 


able. Colorful, appealing Christmas promo- 
tions are accounting for an ever-increasing 


Into America’s Christmas gift lists go 
many happy hours of scanning catalogues, 
brochures and magazines. 

Holiday shopping at home is a fast- 
growing practice because retailers and man- 


so easy and enjoy- 


percentage of their sales. 


This is but one of the many ways in which 
fine printing adds to the enjoyment of living 
and helps build sales for products through- 


out the nation. 


Working side by side with the printer 
and lithographer, Oxford Papers share in 
the creation of better-looking, more effec- 
tive holiday gift promotions. Learn for 


yourself how the superb quality of Oxford 
Papers can improve your own year-round 


selling-in-print. 


OXFORD PAPER COMPANY 
230 Park Avenue, New York 17, N. Y. 


XFORD PAPERS 
Help Build Sales 


OXFORD MIAMI PAPER COMPANY 
35 East Wacker Drive, Chicago 1, Illinois 


Mills at Rumford, Maine, and West Carrollton, Ohio 
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Who Actually Controls the Ad Budget? 


Not so long ago, an important drug advertiser commented to Apver- 
tTrsinc Acre on the growing number of promotions being organized 
by retail and wholesale organizations in the drug field. And only 

ew days previously, an equally important grocery products adver- 
tis@g, poring over the food ads in a Thursday newspaper, com- 
m ed: 

“— wonder just how much these chain food store ads would shrink 
if the chains were spending their own dollars for all this linage, in- 
stea@ of the ad allowance dollars of manufacturers like me.” 

The ‘act is, as most advertisers in most lines know full well, that 
retallers and wholesalers both are becoming increasingly adept at 
deyéloping promotions and ideas which require the advertising dollars 
of Manufacturers for execution. Either individually or in concert, 
t gh local or regional associations or affiliations for promotional 
p ses, retailers and distributors are more or less politely request- 
ing Manufacturers’ cooperation in putting over special promotional 
@Vents, special advertising campaigns, and special selling drives. 

Without regard to whether these retailer and wholesaler-inspired 
prom. tions are good or bad (and they seem to have about the same 
péréentaze of howling successes and dismal duds as any other promo- 
ti ), they tend to make one very important change in manufac- 
ee advertising. Since they consist of customers pressuring sellers, 
no Maticr how wisely nor how politely, they reduce the freedom of 
acti@mn of the manufacturer’s advertising department, and the manu- 
faect@rer’s control of his own advertising funds. 

Ag thc number of premotional ideas created by such groups grows, 
and as the size of the bite on the manufacturer’s ad budget increases, 
instances develop in which the manufacturer’s original planned pro- 
gram must be curtailed or even abandoned because most of the avail- 
able funds have been siphoned off into activities which are forced 
upon the manufacturer, and over which he has no effective means 
of control 

It would be unrealistic, however, to believe that all advertisers 
are concerned with this trend. There are a considerable number of 
manufacturers who are delighted to have retailers or wholesalers run 
their advertising show for them. These manufacturers—and we are 
still talking about those with consumer brands—believe that special 
inducements and special promotions in retail stores are the only really 
worth while things they buy with their advertising dollars, and they 
don’t care particularly whether they control the actual expenditure of 


the dollars or not 


Making It Tough for Some Sellers 


Although AA's informal survey of the appliance business (and 
particulariy the small appliance business) indicated last week that 
the business ts “lousy,"’ we are considerably more optimistic. So, we 
might add, are most appliance makers and sellers, who now feel that 
inventories have been worked down to manageable levels and sales 
are moving up, even if not sensationally. 

One aspect of the AA report is extremely serious, however. That 
is the matter of comparative price shopping, and the disadvantage at 
which most department store outlets find themselves. Caught with 
the “standard price” it. an area where prices have largely ceased to 
be standard, department store appliance departments all too frequent- 
ly serve principally as “yardstick” sources for shoppers. They are 
the places to go to see how much an item “is supposed to cost.” After 
this has been determined, you go somewhere else to see “how much 
you can save.” 

In the case of one well known refrigerator, we ourselves found a 
price difference of $50 on identical models in two leading department 
stores on the same day. No wonder some stores are thinking of for- 
getting the whole appliance business. 
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—Chicago Daily News 


“1 don’t know what you're all looking so sore about. You'll be here in this nice, 
cool office while I’m out dragging myself around in the hot sun.” 


|}has been spent 
{ment or progra: 


| broadcasts now / 


What They're Saying 


British Film Telecasts 
Outshine Live Programs 

As to the technical picture 
quality, European TV in general is 
not far behind our own. With no 
commercials on European TV, the 
program quality is often better 
than ours—programs are usually 
much better and longer rehearsed, 
unhurried, and consequently the 
finished product on the screen is 
often more relaxing to the viewer. 

Yet—TV being mostly govern- 
ment-owned—the European pro- 
grams are often overlong and fre- 
quently lag badly. Furthermore, 
each country broadcasts on a 
single frequency so there is natu- 
rally no choice of programs at a 
given moment—either you like 
what is presented at the time, or 
tune in later to view a program 
you think will be more to your 
liking. 

In Europe, the television stand- 
ards are different from our own. 
Where we have 525 lines and 60 
fields per second, in France they 
have 441/819 lines and 50 fields, 
while in England the standard is 
405 lines and 50 fields. In France, 
the French government—which 
owns all radio and TV transmit- 
ters—has so far not been able to 
allot sufficient fu and in con- 


sequence the pr has been 
slow. 

While the quality of the French 
TV emissions is not much behind 


y money at all 
tudio equip- 
These condi- 
10 years be- 
at the main 
n be called, 
rn facilities 


our own, hardly 


tions are now a 
hind the times, 
studio, if such 
there are no 


whatsoever for performers. 
This probably w remedied as 
the French ec ec conditions 


improve. 

On the other 
of the British f 
exceeds our ow: 
nicians of the « 
operates all rad 
mitters, have 
means of high-f: 
gation, so much 


, the quality 
roadeasts far 
y. The tech- 
ation, which 
d TV trans- 
d excellent 
film propa- 
at their film 
ceed in qual- 


| ity their live ones! As one of the 


chief technicians of the BBC 
(British Broadcasting Corp.) put 
it to us, “We are now trying very 
hard to make our live broadcasts 
as good as our filmed ones.” 

This to an American technician 
sounds incredible, for in the U.S. 
exactly the opposite conditions 
prevail. The reason for this prog- 
ress is that the English technicians 
have evolved a very high standard 
of technical perfection and know- 
how in all their film transmissions. 
American TV broadcasters would 
do well to inform themselves of 
the English progress in this sphere, 
because as everyone knows, most 
of our film broadcasts are exceed- 
ingly poor. 


—Editorial by Hugo Gernsback in 
Radio-Electronics for September, 1952 


Eyes and Ears 

People who sell are more than 
distributors of goods. They are the 
eyes and ears of the company. 
They are the ones who come in di- 
rect contact with the distributor 
or the customer, They know what 
the customer thinks of the prod- 
uct, what he expects of it, and 
how it stacks up against that of 
the competitor. They are usually 
the first to detect the direction of 
public demand and the manner in 
which the competitor is reacting 
to it. The counsel of the sales ex- 
ecutive is highly desirable in plan- 
ning a research program. 

—Battelle Technical Review, pub- 


lished by Battelle Memorial Institute, 
Columbus, O. 


For Tired Business Men 

Slow down your manner of liv- 
ing. Take restful one-month va- 
cations twice a year. 

Conduct some business during a 
leisurely noon lunch and then take 
a short nap—of real sleep—fol- 
lowing it. 

Break the tensica of the work 
day with moments of relaxation 
between business appointments. 

Hunt and fish, but leave tennis 
for the young. Play golf, but only 
for fun and not for a grim strug- 
gle. 

—Dr. Sara M. Jordan, director, Gastro- 


Enterology department, Lahey Clinic, 
Boston. 


Rough Proofs 


| How many other publishers can 
exemplify top performance in their 
‘chosen fields as successfully as 
|Bernarr Macfadden, leading ex- 
ponent of physical culture and 
parachute jumping? 

2 

What would happen if the pub- 
lisher of Good Housekeeping had 
to prove himself as a good house- 
keeper, or the head of American 
Machinist demonstrate the relative 
merits of lathes and milling ma- 
chines? 

a 

Jose Ferrer has let it be known 
that he will absent himself from 
the American stage for 18 months, 
lest the public tire of him. Adver- 
tisers could tell him the alterna- 
tive, being forgotten, is much 
harder on the fiscal department. 

* 

They are trying to convict Cpl. 
Frank Farkas of maligning the 
Ford because he labeled his sec- 
ond-hand car a lemon. Apparently 
the day when Ford jokes were its 
best publicity is long past. 

. 
Pioneer Suspender has found its 
2-in-1 reversible elastic belt so 
| popular that it is now justified in 
| stretching the appropriation in its 
| behalf quite a bit. 

. \ 

Bureau of Labor Statistics shows 
that in the prosperous year of 
1950 American families spent more 
than their incomes, indicating that 
Uncle Sam’s boys and girls are 
rapidly catching on. 

~ 

AA published the pictures of the 

six beautiful finalists in the “Miss 
| Rheingold” contest, and it is evi- 
dent that in 1953 she should at 
least be twins. 

+ 

The news story reporting litiga- 
tion over the patent rights to an 
inflatable bra brings another 
highly disillusioning element into 
the life of the male animal. 

. 

One of the qualifications of a top 
flight agency account man, the 
specifications read, is that he be 
good at using and understanding 
figures. 

And not those in the art depart- 
ment only. 

e 

“Will consider a beginner who 
has the fundamentals for success,” 
says a publisher looking for a 
young salesman, who will find it 
to his advantage to be at least a 
second cousin of a leading space 
buyer. 


« 
After publishing his devastating 
“How to Succeed in Business 


Without Really Trying,’ Shepherd 
Mead is going to find it difficult 
to have his well meant compli- 
ments taken at face value here- 
| after. 

. 

Jimmie Babington thinks the 
|railroads should not expend their 
stockholders’ money for ads de- 
voted to ridiculing their competi- 
tors. 

Shouldn’t they be permitted to 
mention trucks in their double 
trucks? 

7 

Cedric Adams’ new book will be 
equipped with a much needed mod- 
ern improvement: it will not only 
have a foreword, but a rear or 
last word—by Bob Hope. 

Copy Cus. 
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How Hills Bros. coffee went from 
64th to first place in Chicago sales 


in eleven months - - and remains 
the leader after twenty years! 


| 


| HTT 


Another example of the Chicago Tribune 
consumer-franchise plan in action 


HILLS BROS., Chicago’s best-selling brand 
of coffee for the past twenty years, once ranked 
64th in Chicago sales. 

In eleven months, Hills Bros. jumped from 
64th to first place with an advertising program 
placed entirely in Chicago newspapers. Since 
then, no other brand of coffee has seriously 
challenged Hills Bros.’ leadership. 

From 1931 thru 1934, this company carried 
on an intensive newspaper advertising pro- 
gram with sufficient weight to make thousands 
of Chicago consumers change their buying 
habits. Then, with sales leadership firmly es- 
tablished, Hills Bros. was able to hold the top 
spot in Chicago with lesser advertising ex- 
penditures and turn its attention to intensive 
efforts in other important markets. 


ADVERTISING SALES Chleage 


REPRESENTATIVES 


A. W. Dreier 
1333 Tribune Tower 220 E. 42nd St. 


_Here is the Chicago Tribune consumer-fran- 
chise plan in action. 

Hills Bros. saw the need to build a consumer 
franchise in the Chicago market in order to 
enjoy a large share of the day-to-day buying, 
relatively undisturbed by competitive pres- 
sure. To capture and hold the leadership in 
Chicago coffee sales, Hills Bros. relied on the 
day-to-day influence, the atmosphere of action 
and the greater market penetration of the 
newspaper. 

From the beginning, the Hills Bros. sales 
drive was built around the Chicago Tribune. 
In each of the critical years when Hills Bros. 
first established its leadership, more of the 
company’s advertising expenditures were 


THE WORLD’S GREATEST NEWSPAPER 


New York City Detroit 
E. P. Struhsacker W. E. Bates 


San Francisco 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
Penobscot Bldg. 155 Montgomery St. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


placed in the Tribune than in all other Chicago 
newspapers combined. In every succeeding 
year, Tribune advertising has played a major 
role in keeping Hills Bros. out in front. 

The Chicago Tribune consumer-franchise 
plan, proved successful year after year, has 
even more to offer under today’s competitive 
selling conditions. It offers a complete market- 
ing program based on first-hand selling experi- 
ence in the Chicago market and geared to the 
retail trend to fewer brands per store and less 
personal selling. 

Whatever your sales problems and objec- 
tives in the multi-billion dollar Chicago mar- 
ket, there is a Chicago Tribune consumer-fran- 
chise plan for you. Ask your Chicago Tribune 
advertising representative for details. 


Chicago Tribune 


Los Angeles 


1127 Wilshire Blvd. 
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For the third time since 1951, Puck, The Comic 
Weekly and McKesson & Robbins join hands for a 
nation-wide promotion. 


Last year, McKesson & Robbins doubled their 
Christmas business of the year before. This year, 
the Puck-McKesson & Robbins Christmas Promo- 
tion is a more-than-a-million dollar deal! 


Like the reaction of Arthur Brisbane’s reporter 
at his third execution — even a whopping success 
story may pall at the third telling. But news about 
fast-climbing sales figures in these short profit days 
is always front-page stuff. 


All of which seems to indicate a wholesome return 
to hard-shell thinking about this current problem 
of building volume consumer sales so high that your 
dealers as well as your stockholders love you. Most 
advertising men know that moving a mountain of 
merchandise from a warehouse to a dealer is one 
thing; moving it into consumer hands is another. 


Once again, the Puck-McKesson & Robbins pro- 
motion proves that Puck, The Comic Weekly and 
Sunday comics can move merchandise OUT of retail 
stores in volume. And what other advertising me- 
dium today can do it so economically and efficiently ? 


The formula is simple: High readership by a mass 
audience...so consistent, week after week, that its 
response to advertising is instant, dynamic! 


Use Puck, The Comic Weekly and Sunday comics 
advertising—support it with the kind of competent 
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oh and thorough merchandising that goes into McKes- 
| son & Robbins projects—and you have a success in 

food or hard goods or fashions or anything else that 
f an American family can buy. 


= The Puck-McKesson & Robbins Gift Section 
appears Sunday, December 7, 1952. 

= Again, the theme of the promotion is “This 
Christmas, Try Your Druggist First!” 

= More than 4 million full-color reprints of the 
Gift Section will be distributed through drug- 
; gists. : 

; = This year, 42 Sunday comic sections will be 
used, extending greatly the merchandising cover- 
; 


age in the McKesson house areas—achieving with 
13,508,628 circulation, the greatest impact ever 
attained in any promotion, for any industry. 
More than 60 million consuming family members! 
= The Christmas Gift Section will have an aver- 
age family coverage of 3 families out of every 10 
in the nation! 

m85% of all drug sales are made in some 2100 


the drug industry move a 
out of retail stores ! 


McKesson & Robbins— Ware 1952 Christmas Gift Promotion — vital statistics 


counties. The Gift Section will deliver intensive 
family coverage in all of these counties, reaching 
many of them with well over 90%, and with an 
average of 41%. 

= A practical premium, offered through drug- 
gists at an unusually low price, will help to guide 
Christmas store traffic. 

= Starch reports say that readership of the Gift 
Section last year averaged a phenomenal 663 
“Noted”, 227 “Read Most” per dollar. 

= Professional installation of one of the most 
unique animated window trims ever shown in a 
drug store is free to cooperating retailers. 

= More than 1500 salesmen of McKesson & Rob- 
bins and cooperating regional wholesalers are 
bringing the story of the promotion to 40,000 
retail druggists. 


Locnenenenanen ana: an ae asen ae 


\ What Lools ese Mortals be!” 


4,W) + —. # 
7 , 


THE COMIC WEEKLY 


The Only NATIONAL Comic Weekly — A Hearst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 1207 Hearst Bldg., San Francisco 


*Puck and cooperating independent Sunday comic sections. 
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Department Stores 
Oftered 13-Week 
TV Film Package 


New York, Sept. 2—A 13-week 
TV film package consisting of 15- 
minute weekly programs individ- 
ually tailored to the merchandise 
requirements of each store, is be- 
ing offered to department stores 

Developed by George Kamen 
Inc., marketing specialists, each 
weekly unit contains a filmed, 
personalized introduction and clos- 
ing by the sponsoring store, three | 
commercials featuring nationally | 
known brand name items sold by} 
the store, and about ten minutes! 
of entertainment. 

The only cost to the participating | 
store is for the TV time on its local | 
station. The following stores have} 
already signed for the series, which | 
will begin Sept. 22: Carson, Pirie, | 
Scott & Co.; J. L. Hudson; Wood- 
ward & Lothrop; Famous Barr; 
F. & R. Lazarus; Thalhimer; D. H. 
Holmes, and Rike-Kumler. 


® Advertisers signed for promotion 
on the shows include Bendix, Gor- 
ham, Coro (jewelry), Parker Pen, 
Ekco Products, Tappan Stove, and 
Simtex Milis. | 

Mr. Kamen believes that this 
film package will answer two 
P®oblems that have faced retailers 

since the advent of television, 

ly: (1) how to use the medi-| 
Ulin the face of staggering pro- 
diGtion costs, and (2) even if these | 
c@ats could be underwritten, how} 
to find a good entertainment vehi- 
cle. 

The entertainment portion of the 
programs will consist of Ed and 
Pegten Fitzgerald's “How To” 
h hold hints. 

orge Kamen Inc. is located at 
25@,W. 57th St. 


Promotes Potter, Selby 


yo Benton & Bowles media di- 

rs, Herbert Selby and Daniel 
Potter, have been promoted to 
Vips. Mr. Selby joined the agency 
if $949, from Maxon Inc., as man- 
age? of publication media. Mr. Pot- 
ter®camne from the network sales 
department of National Broadcast- 
ing Co 


Hatris Names Wittner 
Frederic R. Harris Inc., New 
y , an organization of consulting | 
neers, has appointed Fred) 
ittner Advertising, New York, to} 
handle its public relations and 
literature preparation. 


the average 
Greenwich 
family has 


CA% 
TORE 
MORE 
4 & 
ro 
—~ rb. “a 
SPEND 
than has the average 
U.S. family. Greenwich, 
Conn., a premium mar- 
ket, can be reached at 
little cost through 
Greeawich Time, often 
called “the best subur- 
ban daily newspaper in 


America” and the 
only newspaper which 


effectively covers the 
market. Bogner and 


Martin, national repre- 
sentatives. 


WW] Appoints O’Brien 

Fred W. O’Brien Jr., formerly 
with KVOD in Denver, Sasser 
Publications, and Radio City Mu- 
sic Hall, New York, has been 
named merchandising and public- 
ity manager for WWJ (AM-FM- 
TV), Detroit News stations. 


‘Newsweek’ Appoints Shepard 

Susan S. Shepard, formerly ad- 
vertising manager of Consolidated 
Laundries Corp., has joined News- 
week's promotion department as a 
copywriter 


Masonite Promotes Marion 


F. O. Marion, sales manager, has 
been promoted to general sales 
manager of Masonite Corp., Chica- 
go. He joined the company in 1936 
and has held the sales manager’s 
post since January, 1951. 


Promotes Alex Furtwangler 

Alex C. Furtwangler, with the 
executive sales staff in Chicago for 
the past two years, has been pro- 
moted to merchandising manager 
of Martin-Senour Co., Chicago 
paint manufacturer. 
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George A. Fetsch, head of Geo. | 
A. Fetsch & Associates, Portland, 
Ore., printing equipment and sup- 
ply dealer, has been elected to an 
associate membership in the Ore- 
gon Newspaper Publishers Assn. 


Appoints William von Zehle 
Wright Power Saw & Tool Corp., 
Stratford, Conn., has appointed 
William von Zehle & Co., New 
York, to handle its advertising. 
Trade publications and direct mail 


| will be used. 


| Fetsch Joins Newspaper Group / Montgomery Opens in Seattle 


Richard G. Montgomery & As- 
sociates, Portland, Ore., has opened 
a Seattle office in the Central Bldg. 
Victor S. Collin, account executive 
for the past four years, will be the 
manager. 


Four A's Names Tucker Wayne 

Tucker Wayne of Tucker Wayne 
Advertising, Atlanta, has been 
named to the committee on im- 
provement of advertising of the 
American Assn. of Advertising 
Agencies. 
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THE GREATER PORTLAND AREA 


where continued tremendous growth offers KGW-advertised 


national brand products the greatest listening audience in the 


Northwest! 


MAYO the Manhattan dis- 


trict declares, “KGW continues to be 
the leading advertising medium in this 
area with its proven merchandising 
plan and will always be the buyer's 
choice for listening popularity.” 


Celebrating our 31st Year 
of Leadership and Community Service 


Morry Director of 


Gh 


gram popularity and 


PORTLAND § 
OREGON 


Radio still dominates this rich market! And KGW 
continues to dominate the radio medium in this 
Oregon-Southwest Washington area! KGW reaches 
more people, more often, than any other radio sta- 


tion in this area. This wide circle coverage plus pro- 


a successful merchandising 


program for KGW-advertised national brand prod- 
ucts makes this the most desirable radio medium in 


. 


the Columbian Empire! Reach the buyers you want 
to sell now with KGW, the pioneer station in its 31st 
year of continuous broadcasting! 
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Makes Covers Available 

Institutions Magazine is making 
its second, third and fourth cover 
positions available for full page 
two- and four-color ads. Also 12 
standard insert positions, including 
the centerspread, are now avail- 
able for full-page, two- and four- 
color insertions. The 12-time, four- 
color rates for these positions are: 
back cover, $2,350; single insert 
page, $1,700, and centerspread, 
$3,600. A limited number of run- 
of-book and insert special posi- 
tions are also available at a 10% 
premium. 


|Bowerman Named Manager | WNOW-TV to Join DuMont 


Dan Bowerman, previously Pa- 


‘Newspapers Get 


WNOW-TV, York, Pa., new u.h.f. 


cific division business manager of station, will become an affiliate of Reyised Edition 
rk 


United Press, has been named gen- 
eral manager of the Press-Demo- 
crat, Santa Rosa, Cal. He succeeds 


William H. Townes, who has re- on Channel 49. 


signed. 


switched 


its account from Ray 
Austrian & Associates, New York, 
|to A. M. Sneider & Co., New York. | trade school for printers. 


|Rominger Adds Two Accounts 
Baracuta to Sneider & Co. 

Baracuta, Inc., New York, dis-| has been named to handle adver- 
tributor of British rainwear, has tising for Texas Empire Life In- 
surance Co., Dallas, and the South- 
west School of Printing, Dallas 


the DuMont Television 


when it begins operating in a few | of Retail Booklet 


months. The station will operate! 


Netwo: 


, maximum advantage of selling op- 
| portunities. 

| Designed as a guide for stores of 
all sizes, “Budget” was written by 
|Dean Charles M. Edwards Jr. of 
the New York University School 


| New York, Sept. 2—A revised of Retailing and Howard M. 


7 ie } 
DRUGGIST John W. Towsley, Jr., 
Foster Road Pharmacy, 
says, “KGW -advertised products are first in sales. 
We all know the value of good radio audiences 
in selling a product, and here in Portland we 
know KGW delivers the largest radio audience.” 


a Sat Me “os f 
+ EWE L E & re ‘adeas Banke, 


reports, “Successful merchandising plus the top 
radio audience makes KGW a ‘must’ for adver- 
tisers wishing to sell the Portland area. It is the 
outstanding choice of the people in our district.” 


LAUNDRYMAN Richard (Dick) 
Hattrick, owner- 
operator of Manhattan drycleaning business, 
states, “For our money you can't find a better 
way to deliver a message to the Portland area 
people than with KGW. It continues to bring us 
the largest audience with its program popularity 
and prestige. The choice in our area.” 


GROCER Omer J. Ferguson, manager 
of the largest Safeway store 
in the Portland area, reports, “In our Foster- 
Manhattan district, KGW continues to be the 
voice of the people. You can't buy a better radio 
medium in the Portland area.” 


la ee, 
CLE & K Jean Murray, asserts, “More 
housewives call for products 
advertised on KGW than on any other local radio 
station. They remember KGW for its outstand- 


ing leadership, prestige, popularity... truly the 
‘people's choice’ in Portland.” 


REPRESENTED NATIONALLY BY EDWARD PETRY & CO., Inc. - 


| 
| 
| 
| 


| @dition of “The Retail Advertising Cowee, v.p. of W. L. Stensgaard 
Budget” has just been mailed by 
Rominger Advertising, Dallas,' the Bureau of Advertising, ANPA, 
|to its 1,000 member newspapers. 
|The booklet, intended for the use 
| of retailers, tells how to plan and 
|budget retail advertising to take 


& Associates, display consultant. 

Copies of the booklet will be dis- 
tributed to retailers through the 
advertising departments of news- 
papers. 


_GF Promotes Watson 

Bruce Watson, assistant director, 
|has been promoted to manager of 
| the public relations department of 
|General Foods Corp. He has been 
|associated with GF since 1936, 
| when he joined Young & Rubicam 
on fulltime assignment at General 
Foods. He has been assistant direc-* 
| tor since 1949. 


E | General Outdoor Boosts Griffin 
- General Outdoor Advertising Co. 


| has promoted James S. Griffin Jr. 
| to manager of the Asheville, N. C., 
branch office. He has been with 
the Raleigh office for the past year. 


FREE BOOKLET 
“How to Put SOCK in 
\ Your First Sentence.” 
\\ Write today—use busi- 
ress letterhead, please 


WATERMARKED 


Fox River 


*Cotton-fiber makes the finest 
BUSINESS, SOCIAL, AND ADVERTISING PAPERS 


Think of the times you've criticized your 
own dictation — changed a phrase here, 
a word there , . . maybe discarded the 
entire letter and started over again. 
Yes, every business man knows the pow- 
er of mail — wants his letters right! 
The clear, white surface of cotton-fiber 
paper by Fox River is an important 
art of the pay-off in any program of 
ter business correspondence. In rela- 
tion to total letter expense, even our 
finest grade— 100% cotton-fiber —adds 
but trifling cost, but commands the at- 
tention of a new, crisp dollar bill. Prove 
it with your printer . . . ask for Fox 
River samples and quotation today. 
FOX RIVER PAPER CORP., 1125 South 
Appleton Street, Appleton, Wisconsin 


Look through the paper: -- ? ,. 
see the _ eo 


Fox River = 


WAME OF QUALITY 
WATERMARKED IN EVERY SHEET 
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Detroit Stations Sign Games 

WJR, Detroit, will broadcast all 
games of the Detroit Lions of the 
National Football League this year 
under the sponsorship of Goebel 
Brewing Co., Detroit. Brooke, 
Smith, French & Dorrance, Detroit, 
is the agency. CKLW, Detroit, will 
broadcast all games of Michigan 
State College. Sun Oil Co., Phila- 
delphia, is the sponsor. 


Fansteel Promotes Kuhn 
Charles Kuhn, field sales man- 
ager in charge of all district and 
branch offices, has been promoted 
to sales manager of Fansteel Met- 
allurgical Corp., North Chicago. He 
has been with the company since 


_ 


2 Challenges Compari 


Wedereit Appoints NIAA Committee Heads 


New York, Sept. 2—Gene Wed- 
ereit, president of National Indus- 
trial Advertisers Assn., and adver- 


tising director of Girdler Corp. & 
Tube Turns Inc., Louisville, has 
released names of the chair- 


men of NIAA standing commit- 
tees for the ensuing year. They are 
as follows: 

Advertising effectiveness: Doug- 
las Williamson, American Hard 
Rubber Co.; awards administra- 
tive: J. Whitford Dolson, Hercules 
Powder Co.; budget survey: How- 
ard R. Carlson, Marman Products 
Co.; Canadian policy: Frank 
Wright, Cockfield, Brown & Co. 


Most of the magazines comparable to The Elks have 
rates of $2.50 to $8.00 per page per thousand. 

$3 The Elks rate is $2.15 per page per thousand for more 
than a million families with incomes double the national 
median. 


The Elks Family Shopper proves every month that, with 
its low rate, The Elks Magazine consistently pulls direct 
sales at a profit. 


me : To sell a class income market at mass rates, schedule... 
Ae: ‘ T 3 y / Sex r A 
4 mn 
_ : ! be 
r 
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MAGAZINE 


NEW + CHICAGO « DETROIT « LOS ANGELES 
+ 


5000 watts 


covers when you buy it on... 


a) Ae 


SCRANTON, PENNSYLVANIA 


N. E. PENNSYLVANIA’S MOST 
POWERFUL STATION DAY & NIGHT 


NOW AT 5 4 0 ON THE DIAL 


ae Represented Nationally by GEORGE P. HOLLINGBERY CO 


SAN FRANCISCO 
LOS ANGELES 


NEW YORK e¢ 


ATLANTA @ CHICAGO e 


College cooperation: George L. 
Service, Venable-Brown Co.; 31st 
annual conference: Robert Ritchey, 
U. S. Steel Co.; national confer- 
ence: Herbert C. Schuckle, Emery 
Advertising Co.; direct mail: A. R. 
Tofte, Allis-Chalmers Mfg. Co.; 
exhibits: Arthur C. DeVorn, De- 
Vorn Displays. 


® Finance: Harry E. Peterson, Cit- 
izens National Trust & Savings 
Bank, Los Angeles; NIAA-ANA 
liaison: G. Reed Schreiner, U. S. 
Steel Co.; media practices: Harold 
A. Wilt, J. Walter Thompson Co.; 
membership: Ralph Hanes, Dodge 
Mfg. Co. 

Policy & planning: J. F. Apsey 
Jr., Black & Decker Mfg. Co.; pub- 
lications: John W. DeWolf, G. M. 
Basford Co.; public action: Keith 
Evans, Joseph T. Ryerson & Son; 
resolutions: Forrest U. Webster, 
management consultant, Detroit; 
taxes & legislation: T. F. D. Quinn, 
VanSant, Dugdale & Co.; 30th con- 
ference proceedings: Robert Aitch- 
ison, Shrout Associates; public re- 
lations: Robert W. Evans, U. S. 
Steel Co. 


‘Timberman,’ ‘Building’ 
to Boost Rates on Jan. 1 

The 
Building, both published in Port- 
land, Ore., by Edgar P. Hoener, 
will increase their rates beginning 
with their January, 1953, issues. 


Timberman and Western | 


The one-time, one-page rate for | 


both magazines will go from $250 
to $275, and all other rates will in- 
crease _ proportionately. 
statement shows that The Timber- 


ABC’s | 


man’s average total paid circula- | 


tion for the six-month period end- 
ing June 30, 1952, is 11,308, as com- 
pared with 10,114 at the end of the 
same audit period last year. 


Western Building, which is a 


Controlled Circulation Audit mem- | 


ber, claims a 20% increase in 
readers which currently is being 
verified under new CCA regula- 
tions. 


Century Boat Names Lutz 


Robert R, Lutz, formerly direc- | 


'tor of public relations for the Na- | 


tional Sales Executives in New 


| York, has been elected v.p. and di- | 


rector of sales of Century Boat Co., 
New York. 


Lowell-Leed to Gardner 
Donald W. Gardner Advertising, 

Boston, has been named to handle 

advertising for Lowell-Leed Co., 


Boston importer of Belgian prod- | 


ucts. 


~ COUNTIES IN NORTH- 
EASTERN PENNSYLVANIA 


wel, 


918,000. 
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Getting Personal 


Clyde Nelson, account exec at Ruthrauff & Ryan in Chicago, is a 
proud papa for the second time. His son now has a sister, Kim Anne, 
born Aug. 28...Olive Proffitt, a British war bride now with the 
Portland, Ore., office of Mac Wilkins, Cole & Weber, is in England 
for a six-week visit with her family. . .Ray Vir Den, former president 
of Lennen & Mitchell, and Mrs. Vir Den, the former diva, Mme. 
Alda, have sailed for a month’s vacation in Italy. They’ll be house- 
guests of Arturo Toscanini 

Following his close but unsuccessful campaign for the Republi- 
can congressional nornination in New York’s 28th district, Ed Dooley, 
director of advertising and public relations for the Health Insurance 

Plan of Greater New York 
(and also mayor of Mamaro- 
* neck), took off for a Canadian 

2 vacation. . . 
‘< Television star Kathi Nor- 
\ ris, wife of radio and TV pro- 
, ducer Wilbur Stark, gave birth 
to her second child, a boy, in 
New York, Aug. 19...The 
Allied Linens & Domestics 
Assn. chose M. Gordon Gay, 
merchandise supervisor in the 
cotton and rayon division of 
Pacific Mills, as “Man of the 

year.”... 

Four National Broadcasting 
Co, employes—Robert Garth- 
waite, television production 
coordinator; Newton Feldman, 
cost controller in the TV oper- 
ations department; Lalia | 


TOSSING THE BAT—When Needham, Louis 
& Brorby met Young & Rubicam to decide 
the championship of the Chicago ad softball! 
league, Maurice Needham (left), president 
of NL&B, and John F. Whedon, Y&R v.p., 
performed pre-game chores with profes- 
sional polish. Final score: Y&R, 8; NL&B, 7. 


Pleadwell, sales service co- 
ordinator for the TV network, 
and Dick Hollands, now on 
leave with the Navy, received 
plaques from network presi- 
dent Joseph McConnell com- 


mending their efforts in guid- 
ing the Junior Achievement 
group sponsored by the network. .. 

The Barnard Alumnae Monthly, edited by Francine Petruzzi, as- 
sistant publicity director of WMGM, New York, was a runner-up 
in “The Magazine of the Year” contest sponsored by the American 
Alumni Council... Newsweek publisher Theodore F. Mueller took 
a brief holiday at Jasper Park Lodge in the Canadian Rockies while 
returning from a recent business trip to Alaska ... While vacationing 
in Maine, CBS director of sports publicity John Derr and his wife 
decided to play the golf course at South Paris Country Club—one 
they’d never visited—because it was raining at the nearest course. 
Net result: Mrs. Derr shot a 73 and set a new course record for 


women... 

It was TV debut Aug. 28 for Wes Nunn, ad mgr. of Standard Oil 
of Indiana, on the Ethyl “Ask Me Another” show on NBC-TV. As 
coordinator of the Stop Accidents campaign of the Ad Council, Wes 
pitched up a 60-second pitch on how to stay alive while driving. .. 


NO FRINGE ON TOP—E. J. Byrne (left), space buyer for Young & Rubicam, New 
York, and Mrs. Byrne joined Milt Kiebler (right center) and Mrs. Kiebler for a sur- 
rey ride at Quail Hollow during their recent visit to San Francisco. 


Wayne Mayfield of Cosmopolitan’s western sales staff missed the 
thrill of a lifetime while rounding the links with ad mgr. Ray Dau 
and sales mgr. Charlie Davies of Blue Jay Products the other day. 
The scene: eighth hole, Bob O’Link course, near Chicago. The thrill: 
Wayne’s first hole-in-one in 20 years of golfing. The twist: He leaned 
over to pick up the tee and missed seeing the ball drop into the cup. .. 

The gals at WBZ, Boston, are the marrying kind. Both Anne Leahy 
of sales and Nita Adler of publicity are wearing rings... Sid Green 
(he’s ad v.p. of B.B. Pen Co., Hollywood) is back at his desk after 
ten weeks in Europe with Mrs. Green... 

Among those who serve ... George L. Service of Ver.able-Brown, 
Cincinnati agency, has been named chairman of the college coopera- 
tion committee of the National Industrial Advertisers Assn... And 
Mrs. Elizabeth Beckjordan, publicity director of the O. L. Taylor 
Co., New York radio representative, is chairing the Grey Ladies 
Unit of the Red Cross at Roosevelt Hospital this season. . . 

Samuel K. Martin of Scolaro, Meeker & Scott, New York repre- 
sentative, will marry Nancy Zane Fliess this winter. ..George 
Harris, national sales manager for Dunhill king-size cigarets, may 
soon be on TV. Seems Mack Sennett has been getting TV bids to 
reissue his old Keystone Kops films with new sound tracks. And 
Harris is a former Kop... 
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f Heoting-vp-to-date, vp and down the country, will start going 
: into more big buildings and homes after November 


Air conditioning for more homes, more factories, more institutions, 
more everything in November and thereofter 


Complete kitchens and laundries, incorporating all major appli- 
ances, plus single units. will be sold in greater numbers. 


fixtures ...complete kitchens ... bathrooms... laundries 
-+.+ water systems ...pumps... water softeners... water 
heaters... pipe... valves... fittings ... accessories... 


Of the nation’s 45 million homes, 54 per cent are 30 or more years old, and over 80 per 
cent are 15 or more years old .. . commercial, industrial, institutional, and farm buildings, 
too, have their share of old and middle-aged structures. All contain a lot of weary plumb- 
ing equipment, crying for replacement. If you sell anything in plumbing, feature it with 
Domestic Engineering’s Bay City Story in the November issue and sell it in bigger quan- 
tities than ever, from now on. 
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boilers ... steam generators ... radiation ... furnaces... 
complete systems ...gas burners... oil burners... 
stokers ... insulation... pipe... valves... fittings... 
controls ... steam specialties... 


There'll be some changes made in the wheezy, fuel-wasting heating systems of the 
nation’s factories, farms, stores, institutions, and homes. Complete new systems will be 
installed, and there’ll be replacements of everything from pipe and fittings to boilers and 
steam generators. There'll be additions of equipment not used before. It will all get under 
way when Domestic Engineering’s Bay City Story appears in November. Schedule that 
issue to sell your heating products in Penobscot, Peoria, and Pomona — and all stops in 
between. 
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units ... systems... ventilation ... fans... blowers... 
dehumidifying -. filters... controls... 


Air conditioning is no longer confined to luxury homes. It’s going into every type of home 
and will go into thousands more. Of course air conditioning comfort and efficiency advan- 
tages are getting closer study by greater numbers of stores, offices, industrial plants, hotels, 
and all public buildings. They’ll al] move forward in the installation of new equipment 
when thousands of domestic engineering contractor-dealers across the country get Domes- 
tic Engineering’s Bay City Story in November. Look for a big upsurge. Better yet, be 
in it. Schedule the November issue now. 
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dishwashers . . . clothes washers... driers... refrigerators eee 
disposers ...ironers... ranges... 


If you sel! «ny home appliance, be first in line for a big share of the modernization mar- 
ket throug) the domestic engineering contractor-dealer, first on the scene and biggest in 
the picture «t all times. You'll get more than aggressive selling. You'll get installation jobs 
that work » ght now, and, in the years to come, you'll get the same efficient service, the 
same relial'« guarantee to back up product performance that domestic engineering con- 
tractor-dea'-rs are noted for in the plumbing, heating, and air conditioning work they do. 
The Bay C ‘y Story will start sales drives by the hundreds everywhere and if you want 
to be in the», be in the November issue of Domestic Engineering! 
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will be the yardstick for measuring the 
nation’s needs in remodeling and replacement in every 


type of structure everywhere...here’s how the 
Bay City Story will be written and what it will do 
to help you sell the constant multi-billion dollar 


modernization market. 


@ In what will be a completely new departure in business paper reporting, 
Domestic Engineering has planned its Bay City Story to establish a yard- 
stick for measuring the entire nation’s modernization and replacement 
needs, the ability of building owners to buy, and their buying intentions. 

The Bay City Story will set up for domestic engineering contractor- 
dealers methods of analysis which will apply in any community, large or 
small, will show how to sell remodeling jobs, and how to make their com- 
munities more comfort and economy conscious, therefore, more pliable for 
sales of plumbing, heating, air conditioning, and appliances, to homes, fac- 
tories, commercial buildings, institutions, and farms— all of your multi- 
billion dollar remodeling market, the market that is always there. 

Bay City, Michigan, was selected for the locale of the Bay City Story 
because it is a representative community. Here are the facts about it: 
53,400 population (city); 180,317 population (trading area). There are 
some 16,000 households in the city itself, and 101 manufacturing plants. 


over $4,000. 


12 million dollars; per capita average, over $1,000; per household average, 


Bay City and Bay County have their share of old homes and old build- 
ings, built more than 30 years ago. They have their share of middle-aged 
buildings, built since the 1920's. 

Bay City is an automotive town, a shipbuilding town, a power equipment 
town, and it has a goodly number of other industries, large and small. It’s a 
proud town, a forward-looking town—a town of homes, apartments, schools, 
churches, factories, offices, stores, hotels, and hospitals, with farms laced 


around its edges. 


Bay City has its domestic engineering contractor-dealers and wholesalers, 
typical of thousands throughout the country for whom the Bay City Story 
will be a pattern and an inspiration for selling your products as they have 
never been sold before. Here’s the story of the Bay City Story: its planning, 
its questions, its staff of reporters, editors, interpreters, and commentators. 


Retail sales in 1951 estimated at 72 million dollars for a per capita aver- 
age of over $1,300, and a per household average of nearly $4,500. 

Bay City is the seat of Bay County with 91,600 population; farm popula- 
tion, 12,000. Farm households number 2,940. Farm income in 1950 exceeded 


HOW BAY CITY STORY WAS PLANNED 


The American modernization 
market is a constant market, 
a multi-billion dollar market, 
a market that can be sold the 
country over the year ‘round. 
It’s a market that includes 
every type of structure: resi- 
dential, commercial, industrial, 
institutional, agricultural. It’s 
a market that domestic engi- 
neering contractor-dealers have 
been selling for years—selling 
every product in plumbing, heating, air conditioning, and 
appliances. But how can they be alerted to sell it as they 
have never sold it before? 


Those are the facts and the question which the editors of 
Domestic Engineering sat down with months ago. A score of 
proposals were considered and out of them came the plan to 
select a representative American community, enlist the aid 
of domestic engineering contractor-dealers and wholesalers 
in it, and assign the entire Domestic Engineering staff, plus 
commentators and interpreters, to analyze the community's 
buildings in every classification, to project that analysis on 
a national scale, to have market and sales authorities show 
contractor-dealers “from Penobscot to Pomona” how to 
organize long-range and intensive programs for selling the 
modernization market. 


WHAT THE STORY WILL COVER 


The Bay City Story will cover, 
from the point of view of the 
domestic engineering contractor- 
dealer, the kind of facts that will 
make it easy for him to do a similar 
analysis in his own community, 
wherever he may be. It will set up 
the kind of questions that give the 
kind of answers that lead to sales. 


It will show how to analyze the 
market, how to promote it, how to 
sell it, in small and large struc- 


like yours. 


tures. It will deal with the merchandising and mechanics of 
remodeling buildings in all classifications. It will show how 
to analyze homes and farms, how to arouse owner interest in 
improvement, how to handle financing. 


By personal interview, accompanied by domestic engineering 
contractor-dealers and wholesalers, 30 Domestic Engineer- 
ing staff members will taik to dwelling owners, commercial 
and industrial building owners and managers, institutions 
executives, and farmers, to establish a national pattern for 
the sale of modernization jobs. 


WHAT QUESTIONS WILL BE ASKED 


Going far beyond anything in 
the way of market analysis and 
sales direction ever attempted 
in this field before, Domestic 
Engineering’s Bay City Story 
will explore questions that will 
reveal need for products, practi- 
cability of installation, and in- 
tention and ability to buy. 


For example, the investigation 
will show how to determine 
whether the water heater is big 
enough to serve an automatic laundry and or a dishwasher; 
whether the building owner knows he can obtain protec- 
tion from flooded basements; what he can do to correct 
cold rooms or spots in his building; whether his fuel costs 
are excessive and what he can do to reduce them; whether 
his heating system is fully protected; whether it can be 
converted to automatic heat; whether it would be more 
economical to replace boiler, radiation, or other equipment; 
if the sink is suitable for a disposer installation; what he 
can do about financing imprevements—these are just a few 
of the complete conclusions the questions will lead to. 


The Bay City Story will give manufacturers, wholesalers, 
and contractor-dealers information, and the means for get- 
ting information, they have never had before—truly a mar- 
ket analysis that “goes under the hood” to help the dealer 
show the building owner what he needs for increased effi- 
ciency, comfort, and property value, how he can buy it, 
finance it, enjoy it. 


It’s a story that will set a new high mark in Domestic Engineering’s long 
and distinguished service to its readers and their customers, the entire Amer- 
ican community. It’s a story that will mean greater comfort and efficiency 
for Americans at home and away from home through the use of products 


WHO WILL WRITE THE STORY 


The Bay City Story will be the a 
work of the entire staff of Do- 
mestic Engineering's editors and 
reporters. Consulting editors and 
authorities from the staffs of 
Institutions Magazine, Better 
Homes and Gardens, and other 
leading publications will observe 
the investigation and comment 
on it. Representatives of the 
advertising and marketing press 
will report upon procedure and 
findings. Government housing experts will contribute facts 
and data. 


The Bay City Story will establish new high reportorial and 
interpretative standards for the business press, provide a 
reader service never before achieved, and set in motion 
hundreds of modernization drives in communities from coast 
to coast. 
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Domestic Engineering 


What do 


you sell for 


romogenng 


Every product in plumbing, heating, 
air conditioning, and appliances is a 
product for remodeling. Moderniza- 
tion is the biggest, most constant mar- 
ket for those products. The November 
Issue of Domestic Engineering will 
touch off hundreds of remodeling sales 
drives and keep them going for months 
to come. It will arouse a new national 
interest in modernization for greater 
comfort and efficiency in every type 


of structure. 


The November Issue is your issue to 
sell what you have to sell for remodel- 
ing through the most aggressive con- 
tractor-dealers you can have—the men 
who are first on the scene and biggest 
in the picture—the men who can open 
every door for your products in every 


type of structure. 


The remodeling market is your biggest 
market, your constant market. It’s the 
market the November Issue will open 
wide for you. Check your advertising 
schedule now. Be sure you're in the 


November Issue! 


1801 Prairie Avenue 
Chicago, 16 


This is what domestic engineering contractor- 
dealers will read in the November Issue to 
help America modernize its homes, factories, 
commercial buildings, institutions, and farms 


THE BAY CITY STORY — the complete analysis of the modernization needs 
of a typical American community. 


APPLYING THE BAY CITY FINDINGS TO YOUR COMMUNITY — showing con- 
tractor-dealers how to analyze their communities for remodeling. 


%* The National Modernization Potential. 

% Prospecting Your Market. 

* Selling Your Market. 

% How to Locate Modernization Prospects. 

% How to Organize and Launch a Remodeling Drive. 
% Advertising Modernization. ‘ 

% How to Prepare and Use a Modernization Brochure. 
% What An Old House Means to You. 

%*% How to Evaluate An Old House. 

* Planning the Complete Kitchen, Bathroom, Laundry. 
* Planning Heating Modernization. 

*% Analyzing Farm Remodeling Needs. 

% Financing Home Remodeling. 

%* Analyzing Big Building Modernization Needs. 


% Modernization Case Studies in Large Construction: a 
school, a hotel, an industrial plant, a store, an office 
building. 


*% Planning the Big Remodeling Job. 


The November issue will be the complete source book for all information 
to help contractor-dealers visualize and sell modernization. Every question 
they ask about remodeling will be answered. They'll be asking questions 
about your products. Give them the facts, all of the facts about all of the 
products you have for remodeling. That's the November Issue of Domestic 
Engineering. Write, wire, or phone space reservations now. 
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Advertising Age, September 8, 1952 33 
ABC-TV To Carry Pro Games 


Pee Home games of the Chicago 
Bears and Cardinals will be tele- 
vised by the American Broadcast- 
ing Co. with Standard Oil Co. 
(Indiana), through McCann-Erick- 
son, sponsoring half of each game, 
and local sponsors carrying the 
rest. A total of 11 games will be 
televised, starting Oct. 5. 


‘Gas Heat’ Raises Rates 


_ Gas Heat, New York, will in- 
4 crease its rates an average of 8% 
on all sizes effective Nov. 1. Base 
rate, one time, for a b&w page will 
be raised from $257 to $287. 


Bumper Farm Crops 


mean 


Reprinted from Omaha World-Herald 
August 12, 1952 


{Crop Outlook |? — 
Best of News 
“| for Midwest 


Shows Region’s Farm 


| Economy Is Solid; All-time Record Wheat Crop is in... 
y, Boost to Business 


| a Great Corn Crop is on the way . . . 
| In this section of the country 
ne |the crops are good. Harvests have 
ll\been and are going to be bounti-! 
T,/ful. The agricultural base of this) 
On region's economy is solid. 
e! The Department of Agriculture 
@'in its August 1 compilation esti- 
{mated Nebraska's wheat harvest, 
just completed, at 96,795,000 
;}bushels—an all-time record and 
an acre average of 22.5 bushels. | 


t-| May Regain Some Loss w, 
P-| It figured this year’s corn crop| 
| 


Two Appoint William Ayres 

+ William A. Ayres Co., San Fran- 
Z , cisco, has been appointed Pacific 
Coast representative for Savings 
and Loans News and Financial 
Management, both of Chicago. 


Big Business 


in Nebraska and Western Iowa 


‘Mirror’ Rates Increased 
Effective Oct. 1, the Mirror, Al- 

toona, Pa., will raise its flat rate 

from 14¢ per line to 15¢. H 


.. » “excellent crops in this area will 


mean better business. All Retailers are 


looking forward to very, very good fall 
sales . . . crops like these mean new 


at 240,720,000 bushels. That's a re- 

¥eft duction of 14 million bushels since | 
ill July 1. But State-Federal Statis-| 

d, tician A. E. Anderson in Lincoln} 

Tv-' says he believes more favorable | 


money in this area and more prosperity.” 


:: C. P. Swiler, Jr. 


a an 


‘ 


f the most comprehensive and accurate 


= exists. 


INDUSTRIAL EQUIPMENT NEWS ° 


| 
It’s amazing how IEN helps you | 
to sell by helping so many others to 
buy and produce. 

Here’s why your sales curve will 
climb as your advertising dollars 
work overtime in IEN: 

Each issue contains more than 
1,000 product ideas which add up to 


product news reporting service that 


Every news item, every ad sparks 
sales and sales leads in volume. 

IEN is good for selling because 
used for buying... requested in writ- 
ing by 95% of 62,000 plant officials 
of known buying power in all the best 
rated plants in the U.S. 

In IEN alone can you buy this | 
monthly national, industry-wide cov- 
erage using standard space units for 
$1,500 a year... only $125 to $130 per 
month, 


TO HELP YOU SELL, ASK FOR: 
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|conditions since August 1 will put 
|some of that back in the next sur- 
d vey September. EB 
“| C¢. P. Swiler. Jr., president of | bri 
~ the Associated Retailers of Omaha, : 
‘\said the excellent crops in this |, 
Y area will bring better business. b 
‘Means New Money’ |ry 
| All retailers, he said, are looking|# 
|for “very, very good” fall sales. | 
, “This is new money into this area. |. 
e, It means more prosperity.” * 
| Contrasted with last year's crop, M 
| this year’s prospects are for sound, a 
| good-quality feed, for the crop's J 
maturity seems at least two weeks, 
| ahead of its 1951 counterpart. 
| On an acre basis, the estimate of 
|is for an average yield of 34 bush-' ang 
| cls, a good increase over the 1940- \y 
| 49 average of 27.6. Jul 


| be 
| in 


President, Associated Retailers 
Omaha, Nebraska 


...and, One Great Newspaper 


SELLS 


this 2 Billion Dollar Market 


of 1'/2 Million People 


Nebraska Families have money — plenty 
of money. We have facts to prove they 
spend it . . . and what they spend it for. 
YOU can sell them through The World- 
Herald—the ONE newspaper that goes 
into 3 out of five homes in 103 Nebraska 


Get these Market Facts: 

send today for our 1952 Con- 
sumer Analysis of the Omaha- 
Council Bluffs market. Address 
your request to the National Ad- 
vertising Department, Omaha 
World-Herald, Omaha, Nebraska 
or O'Mara and Ormsbee, Inc. 


and Western lowa Counties. 


O'MARA & ORMSBEE, National Representatives 
250,328 Daily — 259,140 Sunday 
(Net Paid Circulation for 12 Months Ending March 31, 1952) 


ae : no : ; z : ee eo ae al 
nga ai es - ae r 2 ig ‘ : s : f % = iit ot. 
gi De) i - Ps a q ie = 2 ; *: 2 ses ERS 
ai rr 
q ee 
a 
a Agr tar, 
ge 
ee is 
t ' Pe ae 
FP . Tig 
Sadana era 
: ee 4 
ee ee 2 < 
as in 
a4 ee 
% : en ie 
ad ae me 
“t -_——$$ met 
‘i Si i 
: ' "0 Dup. : * 5 i | oe + 
er eo ae Gate hes ue 
se A ae 5 hee 
i | J ae CaN 
j “ Dae i : eee 
. a ee ae | 4 ea 
- van) & 
a Lae se MES Eke Cl eae Ge 5 a a. 
3 Reel p> 4 Rea aete Oy 
S Ce Seee) oF Se 
2, ast TN I GP | # ea 
zi ot. Ne eee *) Sey )\ ea ae 
; ee ie Ui we Lacan - 
NES aes a | be Si 
n ga ge fess tas ~~ 2 ee : 
: Beri aes fey ~~ 
a > ¥ F a ij " Raf i ‘i § ne : 
Re Ree tan | 
é _— Ree. ' ee : 
4 é. b ; * g i 
a < ei 
2 a 
: -s 
2 eS 
: TL. ES rr—“=‘E$EFEE' LT aoe 
: | i eee 
a Ne: 
ee Sgr tee 2 
eae i Ry 
ee ri 
© iia 
ie a __ @maha Gorld-Herald _——_ ae 
es == aa, = —<—aaas 
fe ea H Arms Loss Airman Comy ~ 2 s 2 
: —— oy . a Pe S 
os ‘ Is 7 Bilhon Jo andenberg eee 
yen er AS wns Ae a 
ed oe Sener eb nemgh pies 
' a Peace = 
is, r: eS Gh, B- ra yes. 
ao =e 2 can it a 
oe Aa\MES fe) COVERS ALL OF NEBRASKA ogg 
U = - = 
: ne 10 COUNTIES WESTERN IOWA ? 
7 ‘Aut Peace : aS 
Sash S | Bie: [ . Pe 
awe al SS ee eS 
at See cn) ae ae 
bees 2. How 16 write a product ie 
sce news release Bo ae | * 
ee 3. How to prepare the most ee 
oem productive on eS if ie 
Sita ae Omaha World-H 5 
; oo «amines ie : cr ee? 
ine 5. NIAA Report |. iy te | t+ or = ere cae 
_ & Equipment on 
. ; a . : Ms B a . Ni 
ies ; | a 2 ne ¥ 
pie * eee F 2 LY ; Z 
ae Shh ote 
Vested 5, fate 
FPS Cl 
ae re : 
Bey & Bee. i 2 : ‘ rt 5 : 7 . ; ‘ d ‘ : : oe Anak > 
EN shite SR ae ae — ie: ae ME Oe ge ee Bie Belts Re 
oan Ree pe ee ae eee ae : ah ee. | a eee eee, 4 ga ie ee 
We ee Ae 5 Sees er ee ae Me) 


ii) «BIG THINGS ARE HAPP 
. | : Month after month 

: : TSWG advertising revenue 

§ continues to gain! 


1952 GAIN 


QOY... wc eer es. —ee 
pe 
SEPTEMBER... ... . *77,603 + 
octopeR ...... . * 26,901 + 


NOVEMBER. ..... . * 66,619 + 
DECEMBER ...... . *24,500'+ 
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Month after month 
TSWG continues to deliver a 
terrific circulation bonus! 


1952 BONUS 


(over guarantee of 5,000,000) 


JULY . . - b272a,808 + 
AUGUST . . . 805,933 + 
SEPTEMBER . ._ . . 1,135,505 + 


...and only TSWG is edited for 
the great wage-earner market! 
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Esther Williams Graces Downs Carpet Ads 


PHILADELPHIA, Sept. 3—Downs 
Carpet Co. will use the endorse- 
ment of movie star Esther Wil- 
liams when it breaks with its 
heaviest advertising campaign this 
fall. 

First in the series of four-color 


MICHIGAN AVENUE . 


» ene oe ie cats 


page ads is slated for the October 
issue of House Beautiful. This will 
be followed by insertions in Bet- 
ter Homes & Gardens, Living and 
possibly other consumer magazines 
in the shelter field later. 

The first ad shows the movie 
star seated on a Downs carpet in 
the living room of her California 
home, locking at costume designs 
for her new M-G-M picture, “Mil- 
lion Dollar Mermaid.” 

Supporting this schedule will be 
a merchandising program directed 
at theaters. Downs will place some 
15,000 reproductions of its national 
ads in the M-G-M press book, 
which has national theater circula- 


the magazine of APPLIANCE AND 
METAL PRODUCTS MANUFACTURING 
.. from raw metal fo finished product .. 


eS as 


tion. Downs will also supply deal- 


Atlanta, Ga. 
Columbus, Ohio 
Hempstead Township, N. Y. 
San Antonio, Texas 
Grand Rapids, Mich. 
Portland, Oregon 
Oklahoma City, Okla. 
Richmond, Va. 

St. Paul, Minn. 

Des Moines, lowa 
Peoria, Ill. 


San Diego 


THE MOST 


et mr BS 


BM 
SAN DIEGO 
CALIFORNIA 


$18,547,000 


IMPORTANT CORNER 


17,174,000 
16,992,000 
16,192,000 
15,874,000 
15,015,000 
14,236,000 
13,163,000 
12,550,000 

8,626,000 


== Dnug Soles 


California... 919,606,000 


DATA COPYRIGHTED 1952 SALES MANAGEMENT SURVEY OF BUYING POWER 


San Diego Union - 
EVENING TRIBUNE =peekes 
REPRESENTED NATIONALLY BY THE 

WEST-HOLLIDAY CO., INC. 


DOWAS Elcara 


B ne inane Comes ee emtniaten Be 


ers with four-color counter cards 
and reprints of the ads in full color. 


ee ed 


Other dealer aids will include 
mats, glossy photos of all grades 
of carpeting, laminated display 
signs and radio-TV spot announce- 
ments. 

Fien & Schwerin handles the 


| account. 


Plans Drug Market Research 

Market Research Corp. of Amer- 
ica, New York, will undertake one 
of the largest “probability” sam- 
ples of drug and syndicate stores 
ever made, starting Sept. 29. The 
September measurement will in- 
clude all important brands of a 
number of products not previous- 
ly covered so extensively, in addi- 
tion to several so-called ethical 
specialties. 


Dan River Boosts Ferguson 

Harry M. Ferguson, for the past 
year sales manager of apparel fab- 
rics of Dan River Mills, has been 
appointed general sales manager 
of the company. He succeeds Low- 
ell E. Tjaden, who has resigned. 
Before joining Dan River in 1950, 
he held sales positions with J. P. 
Stevens for 12 years. He will make 
his headquarters at the company’s 
New York office. 


Two Appoint Foote, Cone 

Foote, Cone & Belding’s Port- 
land, Ore., office has been named 
to handle advertising for the Hy- 
ster Co., manufacturer of indus- 
trial lift trucks and tractor equip- 
ment, and Electric Steel Foundry 
Co., builder of Esco construction 
equipment, effective Dec. 1. Simon 
& Smith, Portland, is the previous 
agency. 


Beacon to Increase Ads 

Beacon Co., Boston, manufac- 
turer of Beacon floor wax, plans 
to increase its advertising, starting 
in September, in newspapers and 
on radio and television. Allied Ad- 
vertising Agency and Mina Lee 
Simon, both of Boston, are the 
agencies. 


Econometric Names Hovde 
Howard T. Hovde, formerly ex- 
ecutive director of Wallpaper 
Wholesalers Assn., Philadelphia, 
has been named v.p. and consult- 
ant by the Econometric Institute, 
New York research organization. 


Easy Promotes John Bunch 

John T. Bunch, formerly cooper- 
ative advertising manager of Easy 
Washing Machine Corp., Syracuse, 
has been promoted to assistant to 
the general sales manager. 


We reduce publishers’ 
sales costs with in- 
creased advertising 
volume. 
A specialized service 
for publishers. 


tllea aud Rutherford 
230 EAST OHIO ST., CHICAGO 11, ILL. 


WHitehol! 4.6715 
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Sportogs Schedules 
Ads on Suede Lines 


Los ANGELES, Sept. 2—Los An- 
“eles Sportogs Co. has begun what 
it calls the biggest advertising cam- 
paign ever put on for suede prod- 


ucts, to promote its Sun Suede 
coats and jackets for men and 
women, The campaign comprises 


a series of half-page ads, running 
September through December, and 
featuring movie star tie-ins 

The opening ads are appearing 
in the September issues of Esquire, 
Harper’s Bazaar, California Wom- 
Stylist and California Men's 
Stylist. Ads will cross-merchan- 
dise—showing both men’s and 
women’s garments in publications 
specifically a man’s 
mayazine woman's fashion 
publication. } 

Esquire will carry insertions in | 
its October, November and Decem- 
ber issues; Harper's Bazaar has a} 
similar schedule: The remainder of | 
thie schedule calls for single inser- 
tions in the October Men’s Wear}! 
Magazine, and the December Gen- 
try | 

Caples Co. handles the account. 


en's 


considered 
or a 


Butterick Names Warshaw 
Marvin R. Warshaw, who has 
just returned from a 16-month tour 
of duty with the Far East Com- 
mand, has been named general as- | 
sistant to Marjorie Corbin, v.p. in 
rge of creative departments for 
Butterick Co., publisher cf pat- 
ti s and fashion publications. Mr 
@rshaw had been art director for | 
Hagterick prior, to his recall to 
army duty 


i 

SF Has 433,000 TV Sets 

gain of 19,500 TV sets in use| 
in fhe San Francisco-Bay area dur- 
ing August has been reported by) 
BSan Francisco Television Sta-| 
Set Sales Committee, com-| 
1 of representatives of KPIX, 
N-TV and KGO-TV. This | 
ys the total. number of sets in} 
to 433,000. 
e Buys ‘Premium Guide’ | 
ire Publishing Co., New York, | 
purchased the semi-annual! 


5 book and directory, Premium 
rs’ Guide, formerly published 
if Bansas City. First issue under | 


themmew management will appear 
lat@this vear, with additional fea-! 


tu to be announced 
Cagborundum Names Kingsley 
William J. Kingsley has been 


ened assistant general sales 
@Menager of Carborundum Co., 
, 


| 
POINT your sales 


PROMOTIONS 


with specially designed 


TRADE wane 


Show your Product, Trade 
Mark or Slogan, with faithful 
reproduction, on Individual 
ly Created “‘ADVER-TIES 
They re Catchy, Subtie 
ond give the “‘Umph'’ and 
Spark you need at Conven- 
tions, Anniversaries, Prod- 
uct Introduction, or for 
Dealer Programs . 
SPECIALLY DESIGNED to 


HAND MADE by Leaders 

in the Field for 33 years 

NINE DIFFERENT PROC. 

ESSES to assure Moxi 

mum Reproduction Ef 
fect... . Only finest 
quality moterials are 
used in 


““ADVER. 
TIES’’ ... 


| SEND SAMPLE of Adv. Matter. | 
Stote approximate quantity de | 
H sired. Full details and prices | 
| cheerfull ! 
j cheerfully sent. H 


American 
Neckwear Mig. (Co. 
(Oviginal “Adver-Ties” makers) 


320s. Franklin St. Dept. AA 
Chicago 6, x 


ANPA Appoints ]. W. Morgan 


Joseph W. Morgan, formerly 
sales promotion director of Esquire 
Inc., has been appointed to the 
promotion department staff of the 
Bureau of Advertising, American 
Newspaper Publishers Assn., New 
York. 


Cunningham Adds Strouse 

John C. Strouse, formerly with 
Kenyon & Eckhardt and Dancer- 
Fitzgerald-Sample, has joined the 
executive group at Cunningham & 
Walsh, New York. 


Taylor Moves to Montreal 

W. D. Taylor, advertising man- 
ager of Weekend Picture Magazine 
in its Toronto office, has been 
transferred to the publication’s 
home office in Montreal. W. A. 
Goodson has been named assistant 
advertising manager in charge of 
the Toronto office. 


Winterton Named Latrobe A. M. 

Latrobe Steel Co., Latrobe, Pa., 
has promoted Tom G. Winterton, 
formerly assistant sales manager, 
to advertising manager. 
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American Buys Kimble Glass 

Kimble Glass division of Owens- 
Illinois Glass Co., Toledo, has been 
purchased by American Structural 
Products Co., a _ subsidiary of 
Owens-Illinois. The division’s 
name has been changed to Kimble 
Glass Co. 


Stewart Named Sales V. P. 
Plastics Coating division of 
Jamestown Finishing Products, 
Jamestown, N. Y., has named Rob- 
ert Stewart to the new post of 


|Vv.p. in charge of sales. 


Comstock Appoints Greig 


J. Roderick Greig, formerly ad- 
vertising manager and regional 
sales manager for Oluf Mikkelsen 
Co., New York, has been named 
an assistant account executive by 
Comstock & Co., Buffalo agency. 


| Asta Appoints W. E. Simler 


E. Simler, formerly with 
Crowell-Collier Publishing Co., has 
been named ad manager of ASTA 
Travel News, New York, monthly 
publication of the American Soci- 
ety of Travel Agents. 


For the best spot, at the right time, at the 
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Paper Box Group Boosts Two 


The Folding Paper Box Assn. 
of America, Chicago, has promoted 
Daniel M. LeHockey, for the past 
four years director of public rela- 
tions, to midwestern group secre- 
tary. He succeeds John T. Curry, 
who has resigned. John C. Newell 
Jr., who has been Mr. LeHockey’s 
assistant, moves up to succeed him 
in the p.r. post. 


Artone Introduces Fabricolor 
Artone Color Corp., New York, 
will begin its promotion of a new 


product for designing fabrics, Fab- 
ricolor, Sept. 7 in a 13-week par- 
ticipation over ABC's radio net- 
work shows, “Top of the World” 
(11:15 a.m., EST), and “Postmark 
USA.” Several television partici- 
pations are under consideration. 
The promotion will be backed by 
insertions in consumer magazines. 


Weiler, Kalmus to Lever 

Lever Bros. Co., New York, has 
appointed George H. Weiler Jr. 
and Allan H. Kalmus community 
relations manager and press bu- 


reau manager, respectively. Mr. 
Weiler was formerly with Sharp 
& Dohme and Mr. Kalmus in the 
press department of National 
Broadcasting Co. 


Meldrum Gets Brewing Account 


American Brewing Co., Miami, 
has appointed Meldrum & Few- 
smith, Cleveland, to handle adver- 
tising for Regal beer. American 
Brewing is associated with Pilsen- 
er Brewing Co., Cleveland brewer 
of P.O.C. Pilsener beer, also han- 
dled by Meldrum & Fewsmith. 


Anniversary Drive 
Tells History of 


Scovill Mfg. Co. 


Waterbury, Conn., Sept. 2—Sco- 


vill Mfg. Co., 150 years eld this 
year, has begun an advertising 
campaign telling its customers 


about its history. 
The company is using a spread 
and 16 pages in Apparel Manufac- 


| turer, Daily News Record, Needle’s 


OTHERS 


.. but there is no need to guess where they are. 


Agencies and advertisers are getting the habit of 
coming to NBC Spot Sales first for the last word 
on radio and television spot advertising problems. 


When you want up-to-the-minute research 
information, market data, copy clearance rulings, 
and TV film and slide specifications — call NBC 
Spot Sales. And even if you’re not a client — 

don’t hesitate, pick up your phone and get the 


NBC Spot Sales service habit. 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y. 


Chicago Cleveland Washington San Francisco 
Los Angeles 


Denver Charlotte* 


Atlanta* 


*Bomar Lowrance Associates 


representing 
RADIO STATIONS: 
WMAQ’ Chicago 
SY KNBC San Francisco 
Cc WTAM = Cleveland 
KOA Denver 
were Washington 
WNBC New York 
representing 


TELEVISION STATIONS: 
WNBQ) Chicago 
NBC] KNBH Los Angeles 
wPTz Philadelphia 
w8Z-TV 


Boston 
WNBK = Cleveland 
WNBW Washington 
wros Schenectady- 
Albany-Troy 
WNBT New York 


Eye, Southern Garment Manufac- 
turer and Western Apparel Indus- 
try. Daily News Record carried the 
spread. 

Scovill, which made America’s 
first gilt buttons to compete with 
English imports of the early 180s, 
features famous company-made 
buttons in the ads. Today it turns 
out Gripper zippers and is a lead- 
ing producer of brass and other 
alloys. It also is a leading fabrica- 
tor of metal products. 

- The ads tell how Scovill buttons 
were used in political campaigns, 
in wars, by transportation com- 
panies and other pioneer industries 
}in the U. S. 

| Young & Rubicam is the agency 


| 


DuMont Promotes Ginsburg 


Norman S. Ginsburg, for the 
| past two years stations promotion 
|manager for DuMont Television 
Network, has been promoted to ad- 
| vertising and program promotion 
manager for both the network and 
its key station, WABD, New York. 
|He joined DuMont in October, 
1950. Prior to that he did promo- 
| tion work for Mutual and Trans- 
| World Airlines Inc. 


Bhevtrser a € 


&« Garden 
Readers 


Refer to its pages 


again and again 


The average subscriber has 
read House & Garden 


for 8.9 years 


7 fet iS) % save back issues 


House & Garden survey 
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"What are you 
MICHIGAN 


The 8 Booth Michigan Newspapers can help you do a real job of distribution and 
turnover, in a ‘‘peninsula’’ market that is bigger than any one of 20 entire states. 


ee 
ee 


There is no substitute for Booth newspaper advertising in the great Michigan Market. 
You can’t cover the Booth Market from the “‘outside.’’ You can’t cover it adequately 
with any other medium. 


The 8 Booth Michigan Newspaper Markets are diversified in character, deriving 
their incomes from industry and farm, and benefiting tremendously from the national 
trend toward decentralization of population, employment and purchasing power. 


Your dealers invest most of their advertising dollars in these same papers. 


It’s amazing, perhaps, but true, that each of two of the Booth-published papers 
(Grand Rapids Press and Flint Journal), carries more advertising linage than either 
of two Detroit papers. 


Ask your Booth man to tell you more about this great Michigan Market and how the iz 
Booth Dealer Merchandising Service can help you. This service is just as outstand- 
ing as the papers that offer it. Now is the time to use it... on Fall Schedules! 


A. H. Kuch, The John E. Lutz Co., 
market 
For latest a 110 E. 42nd Street 435 N. Michigan Avenue 
New York 17, New York Chicago 11, Illinois 
es 
. folder A call Murray Hill 6-7232 Superior 7.4680 


\ 


GRAND RAPIDS PRESS + FLINT JOURNAL + KALAMAZOO GAZETTE + SAGINAW NEWS 
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doing for your 


DEALERS? 


TOTAL BOOTH 
ABC NET PAID, 


i eee % a ce aos e & fee : Sten Peace ee. 6c a Se eae aad P Lie Ve ¥ ry eg eae ae 3 ~ 
; cate Als ees Pid a a pee aa t= ex Basie notte age. 1 oT ean) 5 Eames. - Bs See i pe Seen ‘ Ag ire 
pee i bd yee ; So eee Pr ae ee ae ee 5. Sa 
Ee + x + hae # ae eg «te a, I eee ie ied 7. Sa Soe oa tg ee 8 Sg 
pee i bee 
ieee. “ace. 
2a ae 
er ae is 
Ber | > 
ni eges ; 
vem. ie 
gr ty ." i 
BS eee 
Le, aa sta. 
Ber 4p 
ey = 
, ee 
% ae “4 ‘: 
‘ ’ " ee 2 7 = CF. « + ae u - a - é 
Doi % pa te Se ees ee Tee » Sh Re ea ee Hee ‘eae ices is ~ veg nod 
pags 3 a : 
: ee rh ao ae a we 5. 
oe Jae : wets 
on a & eae 
oe i a ‘eae a sa : me 
: 1 me: Pest: Sera ‘ pee, 
| x oF | ee ® Raa 
| & . : p- = " ip Oe a 
is ae . _ 3 a * ees. 
ee — oe” > a5 
| 2 . _— — ar: Mf - - 
: 3 _ am are yy stl , aa , et 
; m4 * £ ¥ : "a a nit 
: a % b : ‘aaa 
« ag wf : Pig Ee) - ari Se 
: Bol oe ae ie —S ri ate 
! ead ee” a = ‘ Saas 
; ’ : . bs ae, 
' 3 ‘ — x 
Be <4. ; 4 Ph e. es 
re j 28 5 P , ae . Peis ae 
a Pr ae 
| CRAM D RAPIDS e 
es 4 ea ‘ . . ia ; 
reat ; t* a te 4 af 
‘ec ee , ; ; ee w =e 
ee ie ip, ee 
. aed a 
f ’ : J ay | « Gots 
S 3 5 k, hag ed A is 
; : sagt | ae 
a : é , 1Za Soke, 
| KALAMAZOO ‘ oe: 
i 2 es, ae 
‘ Boi? es i 
‘ Bi - a ae %. 
s hy, Fs is a J me 
= a: j “ a i e i 
ae “ , HY ; d Big . J 
: 5 : :- % Ce a ‘ 
one : ' ff | | | : 
-  - Bs tall ’ 2 tag” 
Z co —- : 
sie p P = _ ° B 
a, e ince Saas 
: os a i oy 
; 4 an a eter 
a ; ; a +e 
n ‘v 
es ‘ i & 
. 7 ithe 
x | “ RES. 
ie x le Ee . * 
2 Pas a 3 ee 
yy S & oe 
3 ees i 
oa ‘ 4 . \ : we x 
ae 4 e- . 2 Kae tes J : ae 
a. q i 2.) . P at. 
= i 25 Ne mY P ‘ ep 
an : x thd es ; 4 , net 
— a 
is JACKSON CITIZEN PATRIOT » MUSKEGON CHRONICLE + BAY CITY TIMES * ANN ARBOR NEWS oor 
“4 j : fe 
is se ae eth eee Se a ‘ SS Ses . a ~~ ee Mees Sa Bae ' aS q _ Bee 2° oa 4 : : uve a : B ‘ 4 fe > z be a ade > ee 
.4 Ho ime a a ee eee, ee i gr. Pe ee ee Oe - 
SS a ne a tne? BD. Rie, a Si, ae a S| eee? ome Wee cee, Neer nS a aaa 
i) eS Re ee “ eae r se ee ee es | ieeeet: Teather ab 2 Sea (OTN 3 ER te an 


ib, 


Along the Media Path 


e A cookbook for the two-person 
household—especially prepared for 
the young bride with little kitchen 
experience—has turned into a best 
seller for the Omaha World-Her- 
ald. “Cooking for Two,” written 
by Maude Coons, household arts 
editor, sold out the first printing 
of 5,000 in three weeks and the 
promotion department reports 
sales continue at the rate of 100 a 
day 


e A five-story, $1,750,000 build- 
ing is being constructed in Wash- 
ington (at 40th and Brandywine 
Streets, N. W.) to house the radio 
and television operations of WTOP. 
The building, which is expected to 
be completed by next summer, also 
will house the news staffs of the 
CBS radio and TV networks. 


e WLS, Chicago, has purchased 
the Eighth Street Theater in Chi- 
cago. The station has leased the 
theater for the past 20 years, using 
it for the Saturday night perform- 
ance of the National Barn Dance. 


e As part of its program of in- 

ry advancement, The Timber- 
+ will hold its third annual 
Sa@mill Operating Conference in 
Pofland, Ore. Sept. 29 and 
30, The objective of the two-day 
meg@ting is to improve lumber 
quality through the exchange of 
inférmation. The lumber journal 
expects an attendance of some 500 
Sawmill operators from the west- 
erm states and British Columbia. 


: e sales staff at U. S. News & 
We@iid Report has come up with 


rhe it calls “The Super Survey.” 
24-page booklet contains testi- 

als by. advertisers and in the 
: 14 reader studies done 
by Mie magazine. 


v 

@ The Reinhold Publishing Corp. 
on. the 1952-53 edition of 
Ch@mical Engineering Catalog will 
be fhe largest in its 37-year his- 
tory, The directory will have prod- 
uct@nformation of more than 500 
maufacturers in the chemical pro- 
céss industries. 
barbecue recipe booklet for 

by admen is the latest pro- 


motion of the Chicago Sun-Times 


in its “In Chicago, It Takes 2” 
Campaign. Illustrated by Lichty, 
the booklet starts off with a 


shrimps boiled in beer concoction 
submitted by Lowell Monroe, v.p., 
Fuller & Smith & Ross. 

Other agency executives repre- 
sented are George Huhn, Ruth- 
rauff & Ryan; Fran V. Birch, Klau- 
Van Pietersom-Dunlap Associates; 


WE BOUGHT 
HADACOL 


(The Bulletins, That is!) 


SPACE BUYERS, ADVERTISING 
MANAGERS, AND SALES MAN. 
AGERS HAVE THE OPPORTUNITY 
TO ACQUIRE THE USE OF THE 
EXCEPTIONALLY FINE PAINTED 
BULLETINS. CHOICE MAJOR AR- 
TERIAL HIGHWAY COVERAGE IN 
EAST TEXAS, LOUISIANA, MIS. 
SISSIPPI, ALABAMA, AS WELL 


AS PARTS OF FLORIDA AND 


ARKANSAS. 
350 BULLETINS IN ALL. 


COMPLETE INFORMATION ON 
REQUEST. 


MORIARTY ourvoor 


ADVERTISING CO., INC. 
P.0. BOX 1924, BATON ROUGE, LA. 


Milton H. Schwartz, Foote, Cone 
& Belding; Wilbur Van Sant, Van 
Sant, Dugdale & Co.; Joseph P. 
Braun, Kenyon & Eckhardt; Fred 
Boulton, J. Walter Thompson; 
James C. Ewell, Ewell & Thurber 
Associates; John W. Shaw, John 


W. Shaw Advertising; Lou R. Max- 
on, Maxon Inc., and Anderson F. 
Hewitt, Hewitt, Ogilvy, Benson & 
Mather. 


@ Parents’ Magazine has a new 
48-page brochure which tells about 
its circulation and advertising 
growth, its editorial features and 
the market it reaches. The maga- 
zine claims virtually 100% of its 
readers are families with children. 


e@ Admen are accused of neglect- 
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ing the non-city market in the 
33rd annual directory issued by 
Weekly Representatives Inc. The 
directory, which lists 8,892 coun- 
try and suburban weeklies, points 
out that some 75,000,000 people 
live outside cities and spend $52,- 
000,000 a year in the retail mar- 
ket. 


e@ “The Private Lives of America’s 
Young Women” is a reader study 
just published by Dell Modern 
Group magazines. Among the re- 


sults are: median age of readers, 
22; married, 73.4%; median week- 
ly income of family, $82.81; occu- 
pation of family head, 39.5% in 
semi-skilled and unskilled labor. 


@ Magazine claim-and-boast de- 
partment: True says its beer, wine 
and liquor ad pages have risen 
32.8% during first six months of 
1952, compared to 8.5% decline in 
general magazines; American Le- 
gion Magazine announces a 19% 
increase in ad linage for the first 


substa ntially 


higher, too ) 
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eight months of 1952; Woman’s 
Day reports an 8% liriage gain for 
the first nine months of 1952; 
Boys’ Life announces delivery of 
a 75,000—or 13%—circulation bo- 
nus to August advertisers. 
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John R. Malone, Mel Adams and 
Frederic Currier. Mr. Malone, the 
general manager, was formerly ad 
manager for divisions of the Ra- 
dio Corp. of America. 


e Building Supply News is putting e@ Beginning Saturday, 
out a series of merchandising re- 
prints outlining markets for lum- 
ber and building material dealers. 
The first two booklets are attrac- 
tive, informative guides to the 
farm and build-it-yourself mar- 
e The National Broadcasting Co. kets. 
is quoting the Nielsen Television 
Index to show that NBC got 50% 
higher ratings than the second 
closest network in radio and TV 
coverage of the Republican con- 
vention. 


e@ Popular Science Monthly has 
drawn up an elaborate brochure’ 
to celebrate its 80th anniversary. 
The booklet gives a thumbnail his- 
tory of the magazine, with a longer 
section devoted to how the current 
prepare the publication 


e@ On Monday, Sept. 8, the Times, 
Coos Bay, Ore., will begin publi- 
catidn in its new $315,000 plant. 
The paper’s radio station, KOOS, 
also will be housed in the new 


e@ The Sun, Morristown, Tenn., has 
become the 400th member of the 
Southern Newspaper Publishers 
Assn. The morning daily was pur- 
chased during the past year by 
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6, @ The 98-page September issue of 
Successful Farming and the Mut- Building Specialties is the biggest 
ual Broadcasting System will try in its history. The more than 60 
to tell city folks about the farmer pages of advertising is 87% ahead 
13-week radio discussion of September, 1951. 

program moderated by author) 


Louis Bromfield. | NBC-TV Adds New Shows 


Joan Davis will make her TV 
debut Oct. 15 at 8 p.m., EST, in a 
new comedy, “I Married Joan.” 
Her program will be sponsored 
weekly on NBC by General Electric 
Co., Schenectady, through Young & 
Rubicam. Hazel Bishop Inc., New 
York (Raymond Spector Co.), wit] 
present Ralph Edwards in “This Is 
Your Life” on the same network 
starting Oct. 1 at 10 p.m., EST. This 
will be the first video adaptation 
of the Edwards radio package of 
the same name. 


Sponsors Bergen in Canada 
Richard Hudnut Ltd., Toronto, 
will sponsor the “Edgar Bergen- 
Charlie McCarthy Show” in Cana- 
da when it returns to the air on 
Sunday, Oct. 5. The program will 
be carried on a network of stations 
coast-to-coast, plus one independ- 
ent station. Kenyon & Eckhardt, 
Toronto, is the agency directing the 
advertising for Richard Hudnut 
adult home permanent, Egg Creme 
shampoo and Creme rinse. 


ABC Promotes Rastall 

Patric Rastall, manager of the 
sales service department for the 
past two years, has been promoted 
to account executive in the central 
divisién network radio sales 
partment of American Broadcagt- 
ing Co. in Chicago. He is succee: 
by his assistant, Edward Bish 
Henry Schaefer has been tra 
ferred to the department from 
sales department of WENR- 
Chicago ABC station. 


Barry Named Kirsch A.M. 

Don Barry, formerly with Pr 
Inc. and Schenley Distillers Co 
has joined Kirsch Beverages I 
Brooklyn, as advertising mana 
and administrative assistant. 
will supervise advertising, sz 
promotion, merchandising 
publicity of all Kirsch products, 


The Water’s 
Fine! (really) 


A quick dip into the North 
Dakota pool of buying power 
will convince you that KFYR 
in this agriculturally wealthy 
state pays handsome divi- 
dends per advertising dollar. 
Ask John Blair for KFYR facts 
and figures. 


BISMARCK, N. DAK. 


5000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 
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WHE Promotes W. K. Brusman 

William K. Brusman has been 
promoted to general sales manager 
of WHK, Cleveland 


A. NN. Baooxs Company 
MER HANDISE MART 


VA 


Suvens oF 
MFRS. OVERSTOCKS ANDO 
DISCONTINUED MERCHANDISE 


Conley Named by Van Slyck 

Anthony Conley has joined the 
staff of Philip Van Slyck & As- 
sociates, San Francisco agency. 
Miss Conley will be copy chief 
and an account executive 


Gould, Gleiss Promotes Graef 

Robert A. Graef, with the com- 
pany for six years, has been pro- 
moted to Chicago account execu- 
tive of Gould, Gleiss & Benn, mar- 
keting consultant 


Y What do you sell for 


VENTILATING 
EQUIPMENT? 


SEE THE FACTS ABOUT THE 


BAYCITY ST OR Y in this issue of Advertising Age 


by 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 


TO GREATER MODERNIZATION 


SALES. RESERVE SPACE NOW! 


‘TV Guide’ Says Average N. Y.-N. ]. Video 
Home Has 3.9 People—and Plenty of Guests 


New York, Sept. 5—How big is 
the average TV family in the New 
York-New Jersey area? What are 
the buying habits of TV families? 
How much money do they have to 
spend? Do they still have time for 
reading and the movies? 

Some indication of the answer 
to these questions—and similar 
ones of paramount interest to ad- 
vertisers—is given in a survey 
made by TV Guide. In April the 
magazine mailed questionnaires to 
a random sample of 3,565 of its 
readers. TV Guide has a net paid 
circulation of 400,000. Some 696 
replies were tabulated by Erdos & 
Morgan. 


® The average TV Guide family 
was found to consist of 3.9 persons, 
with the adults ranging between 
35 and 44 years old. The average 
boy’s and girl’s age was between 
15 and 17 years. This family group 
has $5,500 to spend annually. The 
parents are high school graduates 


at least; one-third of the male fam- 
ily heads and a fourth of the female 


family heads have some college 
credits. 
About 55% of the respondents 


live in a house, the rest in apart- 
ments. Almost half own a 16” or 17” 
set; 7% have more than one re- 
ceiver. The big majority of these 
sets (82%) are over a year old. 
Only a few of this group of video 
owners (19%) now have their re- 
ceivers covered with a service con- 
tract. 

They have checking or savings 
accounts (92%), department store 
charge accounts (about 50%), and 
automobiles (70% one, 10% more 
than one). 


s TV Guide's families are enter- 
tainers (two guests per week to 
watch video), drinkers (70% serve 
alcoholic beverages), smokers 
(82% smoke cigarets) and not 
Stay-at-homes (dine out once 

week in addition to an above-aver- 
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age weekly food budget of $38), 
see a movie about once a week and 
a stage show 2.2 times per year. 
These televiewers still read—2.4 
newspapers and 3.12 magazines 
(in addition to TV Guide) regular- 
ly. Newspapers leading the 
“read regularly” category: News 
(24.1%), Mirror (12.1%), Post 
(12.1%) and Times (11.1%). Mag- 
azines read regularly by most peo- 
ple: Life (16.6%), Reader’s Digest 
(8.1%) and Look (7.2%). 


Botsford Promoted to Head 
Sales Advertising for Buick 


Henry C. Botsford, assistant ad- 
vertising manager of the Buick 
Motor division of General Motors 
Corp. Detroit, 
has been promo- 
ted to take charge 
of the advertis- 
ing department of 
the GM sales sec- 
tion. He succeeds 
Dolph H. Odell, 
who has retired 
after 36 years of 
service. 

Mr. _ Botsford 
| joined Buick in 
1939 as _ chassis 
lecturer at the 
New York World’s Fair. In 194 
he went to the General Motors 
proving ground as test driver and 
the same year was transferred to 
the standards department. In 1942 
he went into the service depart- 
ment as a technical writer of ord- 
nance manuals. In 1945, after serv- 
ice in the Air Force, he joined the 
|merchandising department sales 
promotion staff and became assist- 
ant advertising manager in 1948. 


Henry Botsford 


| 


AFA Names Essay Judges 

| Five people have been named as 
| judges for the Advertising Federa- 
|tion of America’s 1953 national es- 
say contest for high school stu- 
dents. They are Felix W. Coste, 
v.p., Coca-Cola Co.; John P. Cun- 
ningham, executive v.p., Cunning- 
| ham & Walsh; Mrs. Beatrice Black- 
mar Gould, editor, Ladies’ Home 
Journal; D. C. Marschner, adver- 
tising and sales promotion man- 
ager, Shell Oil Co., and Dr. Glenn 
N. Merry, professor of marketing, 
New York University. Subject of 
the 10th annual contest is “A teen- 
ager looks at advertising.” 


Habitant Soup Sets Drive 

The “largest advertising budget 
in the company’s history” will be 
| spent by Habitant Soup Co., Man- 
| chester, N. H., on a newspaper, ra- 
|dio and consumer magazine cam- 
|paign starting in October. Cham- 
| bers & Wiswell, Boston, is the agen- 
| cy. 


“INDUSTRIAL MAINTENANCE “ {t 


GETS RESULTS! 
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SINCE 1940 re aaa 


YOUR MARKET OPPORTUNITY IN 
’ METALWORKING CHICAGO 
| HAS MORE THAN DOUBLED! 


—_ 


The entire metalworking industry, too, has more than doubled in 
size over 1940—in number of plants, employment and physical 
volume. This fast-growing industry is today producing more 
than $100 billions in metalworking products—a tremendous 
market for your goods—and is still growing rapidly! 

STEEL ... the only metalworking magazine which has grown 
as fast as the dynamic industry it serves . . . offers you the 

most effective way to advertise the things you want to sell in 


the world’s biggest market. Ask the man from STEEL to show LE 
you hew STEEL’s circulation, closely matched to metalworking’s y s a 
buying power, continues to make your advertising & 3 


dollars worth more. 
STEEL - Penton Building - Cleveland 13, Ohio 


f 
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Y 
# Metalworking industry 
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ELECTRO-MATIC Engraving Company, inc. 10 WEST KINZIE ST. « 


Jo 


® You'll give this handy gadget a choice spot 
in your top drawer — use it every day! Gives you 
not only the full gray scale, but also the corre- 
sponding tone values in standard red, yellow and blue. Write 

us today and get yours. P.$. We're pretty sure we can top the photo-engraving 
results you're now getting — especially on color process work. And the sooner 


you let us prove it the better you'll like it. 


M ATIC 


Advertising Age, September 8, 1952 


Promotes Grundy to V.P. 


Eben M. Grundy has been pro- 
moted to v.p. in charge of mer- 
chandising of Ray C. Jenkins Ad- 
vertising, Minneapolis. He joined 
the agency last December. Previ- 
ously he had been with McCann- 
Erickson, Knox Reeves Advertis- 
ing, and ad manager of Fairway | 
Food Stores, St. Paul, and of Eddy | 
Bakeries, Helena, Mont. 


‘TV Spotlight’ Goes National 


TV Spotlight, which is published | | 


in Indianapolis and has confined 
its circulation to Indiana, will in- 
crease its size from 32 to 64 pages 
in October and go after national 
distribution. Variety Publicity As- 


sociates, Indianapolis, has been | 


named to handle the promotion for 
its national coming out. 


WNHC Appoints Bell 

Charles Bell Jr., formerly sales 
manager for WBRK, Pittsfield, 
Mass., and for WABY, Albany, and 
account executive for the Yankee 
Network in New England, has 
joined the sales staff of WNHC 
and WNHC-TV, New Haven, as an 
account executive. 


Theresa 


Advertising 
Increases with Results! 


52 ABC 
39,678 


CIRCULATION 5; aac 


31,407 
49 ABC 
29,119 


48 Guor 50 ABC 253,938 


s 25,192 28,327 
216.95) 
> 109,673 197.7" 
pet ‘a7 Guar 
a 12,645 : J. 


TOTAL COMMERCIAL LINEAGE 


_ a 
Source--SRDS, ABC, SM, USDA, USOC, FPR 
ol 2... am 


Companion to 


% NEBRASKA FARMER Harrison 7-7256 
Lincoln 
SAM R. McKELVIE, Publisher 


Colorado's beautiful valleys 


Colorful Colorado’s mou 


rich mineral deposits. But, tod 


resources—it’s Colorado’s 1 


and Farmer reaches three-fourt! 


ing segment with a gross inco 
This figure is the largest stat: 
also get 6,086 out-of-state 
Colorado Rancher and Farme: 
the paper’s rapid circulation 
exclusively for Colorado's 
Rancher and Farmer advert 
Get bigger sales returns you 
Colorado Rancher and Far: 
data and buying intentions 
Associated Farm Paper repr 


4xtelorado. Rancher and Farmer 


Alpine 2895 « P.O. Box 15:9 «Denver 1, Colotado 
Represented — Western Associated Farm Papers 

ie 45672 
500. Fifth Ave. ~ 


New York _* Sen i 


28 E. Jackson Blvd. 
Chicago 


KK to Colorado 


qe 


ice fertile pastures for prize dairy cows and 


ntains have long been famous for their 
’s a NEW LOOK to Colorado's 
farms and ranches. Colorado Rancher 
of the State’s 45,578 farms, a market- 
ic of more than one-half billion dollars 
rm income in the Mountain States! You 
scribers still in Colorado’s trade area. 
popular editorial content accounts for 
crease —it is the only farm paper edited 


The increase of Colorado 


g lineage proves advertisers get results. 
if, by concentrating your advertising in 

now! Write or phone for free market 
r contact your nearest Western 


New Book Outlines 
the Mental Factors 
in Salesmanship 


New York, Sept. 4—A book de- 
signed to give salespeople “prin- 
ciples based on practical psychol- 
|}ogy and consumer analysis” will 
'be published by McGraw-Hill 
Book Co. on Sept. 8 ($4). 

“Practical Sales Psychology” is 
}the book, and its authors are Dr. 
|Donald A. and Eleanor C. Laird, 
who have written several other 
|volumes dealing with the humans 
element in business. : 

Many “peppy little books on 
|salesmanship” have been written, 
the’authors state, but they include 
|little of the knowledge that has 
| been made available by the trained 
| psychologist. The Lairds’ purpose 
| in writing this book is to bring 
a salesperson up to date on (1) 
| the basic mental factors in selling 
and (2) the methods of the “new- 
style salesmaker” who is trained 
|to apply these fundamentals. 


® The contents of the book ax 
|divided into five main parts, 
| follows: 

Part 1 pictures the developmen 
of salesmanship, the part it he 
played in industrial growth, ar 
the qualifications necessary ft 
present-day salesmanship. 

Part 2 takes up the primar 
mental factors in friendliness 
a fundamental in the total sales 
situation. 

Part 3 deals with building the 
customer’s ego—ego-involvement 
—as another fundamental. There 
are chapters on self-regard and the 
use of flattery, courtesy and tact- 
fulness. 

Part 4 is devoted to the funda- 
mental of inspiring trust, with de- 
tails explaining personality char- 
acteristics and sales methods re- 
lated to winning confidence. 

Part 5 deals with sales methods 
and the total atmosphere which 
make it easy for the customer to 
decide. 

At the end of each chapter sev- 
eral problems are given at v 
the reader can try his hand. 


Britannica Schedules Ads 


The fall-winter advertisirrz of 
Encyclopedia Britannica and Bri- 
tannica Junior includes full-page, 
two-thirds and half-page space in 
Better Homes & Gardens, Esquire, 
Holiday, Life, Look, National Geo- 
graphic, Newsweek, The Saturday 
Evening Post and Time (Ency- 
clopedia Britannica), and Amer- 
ican Magazine, Better Homes & 
Gardens and Parents’ Magazine 
(Britannica Jr.). 


Interstate Switches Agencies 
| Interstate qr Corp., El 


| Segundo, Cal., has appointed Geof- 
ye Wade Adv ertising, Hollywood, 
to handle advertising on Compact 
land Revelation vacuum cleaners, 
Polishaire and precision aircraft 
|parts. Previously, Mogge-Privett, 
Los Angeles, handled the account. 


POPP Names Townsend Co. 

POPP (Point of Purchase Post- 
ers), Portland, Ore., headed by 
| Donald Greene and Jack Clenag- 
}hen, has named Edward S. Town- 
| send Co., San Francisco and Los 
| Angeles 5 publishers’ representative, 
its sales representative for the 
California area. 


M&F Appoints Harris A. E. 

William Combs, formerly with 
, Westinghouse Electric Corp., Pitts- 
| burgh, has been narned an account 
| executive for Meldrum & Few- 
' smith, Cleveland. He will work on 
| the Reliance Electric & Mfg. Co. 
' account. 


| 


| 
Smith Shifts Andrews 

James T. Andrews has assumed 
the duties of western manager for 
Southern Hardware. He was assist- 
ant business manager of Tezxtile 
Industries. Both magazines are 
published by W. R. C. Smith Pub- 
lishing Co., Atlanta. 
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COMICS FOR HEINZ—Comics pages are 
carrying ads for H. J. Heinz Co. for the 
frst time in the company’s history. Here 
' inklin Bell (seated), director of adver- 
tising and public relations, and J. W. 
Shaffer, product manager, check over one. 
of the one-third page baked bean ads 
to run once a month in major markets. 


| Arvin Opens Drive 
| ‘n Magazines; Uses 
utdoor First Time 


‘OLUMBUS, IND., Sept. 2—Arvin 
‘ustries Inc. begins its pre- 
ristmas campaign this month 
7 h 22 ads in 14 magazines. 

& ames M. Jewell, ad manager, 
h the program is the most ex- 
j ; 


: sive in the company’s history. 
| Z ning through early December, 
ui, promotion includes a total of 
} 65 ads in 16 magazines. Roche, 

Williams & Cleary, Chicago, is the 
} agency. 
} Arvin also is making available 
for dealers a complete series of 
newspaper mats on a 50-50 co-op 
basis. Also on a 50-50 basis are 24- 
i sheet posters, a new medium for 
this advertiser. 

The Arvin radio and television 

{ lines will get the largest share of 

the ads—23, most of them in color. 
Electric housewares will be fea- 
tured in 17 ads, with emphasis on 
Arvin’s portable electric room 
heat rs. Fifteen insertions will pro- 
mote metal furniture and the re- 
i ng 10 will be devoted to the 
car ueaters made by Arvin. 


i 8 The following magazines are be- 
ing uid this month: Better Homes 
& Gardens (four ads), Collier’s, 
Country Gentleman (two ads), 
House.old, Ladies’ Home Journal 
\ (two ads), Life, Pathfinder, Pro- 
gressive Farmer (two ads), The 
Saturday Evening Post (three ads), 
Small Homes Guide, Sunset Mag- 
1 azine, Today’s Woman, Woman’s 
Day and Woman’s Home Com- 
panion. 
| , The same publications will be 
used during the rest of the drive, 
_with the addition of Bride’s Mag- 
| azine and Capper’s Farmer. The 
biggest concentration is set for 
October, with 27 ads running dur- 
ing the month. 


ABP Adds New Clinic 

A clinic session for business pa- 
per promotion and research man- 
agers will be held Sept. 11 by As- 
sociated Business Publications at 
the Ben Franklin Hall of the Ad- 
vertising Club, New York. The 
| panel will include Blake Hughes, 


promotion manager, Architectural 
Record; Ty Du Plantier, promotion 


manager, Chain Store Age, and 
Julian Boone, promotion manager, 
Power. 


Bank to Lecture on Layout 

Arnold Bank, designer and for- 
mer art director of Time’s pro- 
motion department, will give the 
first of a series of eight illus- 
trated lectures on lettering and 
layout, Oct. 2, before the Art Stu- 
dents League of New York. 


Hutchinson Appoints Agency 

Hutchinson Chemical Co. has ap- 
pointed Roberts, MacAvinche & 
Senne, Chicago agency, to handle 
promotion for the company’s new 
waterproof wax which will be in- 
troduced via television. 


Metaloid Co. Names Bing 

Ralph Bing Advertising Co., 
Cleveland, has been appointed by 
Metaloid Co., Cleveland manufac- 
turer of kitchen equipment, to han- 
dle an expanded advertising pro- 
gram. National consumer publica- 
tions and trade papers will be in- 
cluded in the campaign. 


Schenley Promotes Hornsby 
Jack H. Hornsby, eastern divi- 
sion manager for the past two 
years, has been named to the new 
post of national sales manager for 
Schenley Distributors Inc., New 
York. He will be responsible for 
sales and merchandising programs 


/for 11 Schenley brands. 


BATHROOMS || 21 |,” 


(PLUMBING)? 


SEE THE FACTS ABOUT THE Pipe 


| BAYCITY ST OR Y inthis issue of dvertising Age 


DOMESTIC ENGINEERING’S NOVEMBER ISSUE PAVES YOUR WAY 
TO GREATER MODERNIZATION SALES. RESERVE SPACE NOW! 


Frank to ‘Herald-American’ 
George Frank, formerly with 
Goodkind, Joice & Morgan, Chica- 
go, has been appointed advertising 
promotion manager of the Chicago 
Herald-American. 


Ward Appoints Guckenberger 
A. F. Guckenberger, formerly 
secretary of the New York State 
Food Merchants Assn., has been 
appointed advertising manager of 
Ward Baking Co., New York. 
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An Indian village 
hecomes a townsite 
for 50,000 


World's largest hydro-electric plant 
will feed power to the giant Kitimat 
smelter from nearby Kemano, above. 


@ Is it your job to sell to Canadians? Then look at Kitimat, B.C. Just 
yesterday—a sleepy mountain village of 580 Indians. Today—the hub of a 
million-dollar-a-week construction job on the world’s largest aluminum smelter. 
Tomorrow—a new industrial centre of possibly 50,000 people, experts predict. 
Look beyond Kitimat and aluminum . . . at the new oil on the prairies . . . 
the new iron ore in Labrador . . . the scores of new industries in 
Ontario and Quebec . . . and you'll want to take a look at your advertising 
schedules, to make sure The Star Weekly is there. 
For Canada’s great new tide of expansion is rolling evenly and steadily across the 
whole Dominion. To the advertiser who wants to lead in the markets of tomorrow, 
The Star Weekly’s traditional leadership in covering all Canada means more than 
ever. New markets, old markets—wherever there are 60 or more English-speaking 
families, there’s a Star Weekly carrier boy. No other publication in Canada 
covers so many people for the advertiser at such low cost—with the 
heaviest concentration where population and sales are heaviest. 
Wherever goods go in Canada—The Star Weekly goes, too, 


In Canada | 
The STAR WEEKLY 
Oe ty ween | COVETS SVETY centre 


Montreal Office: University Tower. 
U.S. Representatives: Ward-Griffith Co, Inc, 
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big game takes big gun 


Let’s not beat about the bush. There’s big game at stake in “Non-TV America”. 


Here is a 45-state tract of over 17,000,000 radio-only families, dwelling beyond 


reach of TV—more, in fact, than there are TV families in the rest of America. 


Here are some 60,000,000 people—as many, in fact, as there are in all 477 U.S. 
cities of over 25,000 population. 


Big game... worthy of the best gunning equipment available to advertisers today. 
And the big gun needed for this big game has now been identified. 


A 1,000,000-interview research into all of ““Non-TV America” (by J. A. Ward, Inc.; 
Feb.-Mar., 52) reveals that Mutual is the name of the network regularly dialed by 41% 
of all the radio sets in these 45 states...compared to 22% for the next-best network. 


Over on the opposite page, the trophies won by all four networks are hung up— 
together with the gun-rack revelation of why Mister PLUS bags the best: 
Mutual serves ‘“Non-TV America” with 416 stations...more than all other networks 


combined. (MBS serves all America with 560 stations, don’t forget.) 


If you agree that a prime sales trophy would decorate your board-room nicely, 


we invite you to sight along the gun barrel of the Mutual Network. 


the M UTUAL network of 560 affiliates 


THE NUMBER ONE ROUTE TO NON-TV AMERICA...AND THE LOWEST-COST ROUTE TO ALL AMERICA 
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Wooster Sets Consumer Drive 
Wooster Rubber Co., Wooster, O., 


PLAN ten manufacturer of Rubbermaid 
vertising housewares, will increase its con- 
Bi sumer advertising of individual 
; .. + planned advertising, products after testing the tech- 

nique last year. Eight consumer 


” aimed at specific objec- 
cas tives . .. well written, well 
executed. Well? .. . write— 


DAVID G. WOLAVER 
. Advertising 
1220 Huron Rd., Cleveland 15, O. 


magazines, starting with the March 
issue of Better Homes & Gardens, 
and trade publications will be 


used 


KEYD Promotes Tenpenny 

Ray Tenpenny, formerly com- 
mercial manager, has been pro- 
moted to assistant general manager 
of KEYD, Minneapolis. 


1952 Survey of the Vending Industry 


16 Pages of Valuable, Factual Data Covering: 
@ SALES STATISTICS BY PRODUCT © MARKETING PRACTICES 
SOPTRATING METHOOS © 19695051 COMP, 

@SRAND PREFERENCES 


Advertising Age, September 8, 1952 


Department Store Sales... 


All Signs Point to New High in ‘52 


WASHINGTON, Sept. 2—The Fed- 
eral Reserve Board now reports 
that department store sales during 
the first seven months of this year 
were only 1% below those of a 
year ago. 

A 4% increase in total sales dur- 
ing July moved the 1952 dollar 
volume one percentage point clos- 
er to the 1951 record. Tabulation 
of August sales is not completed 
yet, but the FRB already has re- 
ported 2% gains over last year 
in the weeks ended Aug. 9, 16 and 
23. 


® All signs thus point to a new 
alltime high in department store 


The department store sales fig- 
ures for July repeat the geographi- 
cal patterns which have beer: ap- 
pearing in each weekly report. The 
districts in the South show the big 
gains—14% in Kansas City, 12% 
in Dallas, 10% in Atlanta and 10% 
in St. Louis. Only two districts had 
smaller sales than last July—New 
York and Chicago. 

This same pattern continues in 
the latest FRB report shown below 
—for the week ended Aug. 23. Also 
shown in the following table are 
sales compatisons for the first six 
months of this year and for July. 


% Change from ‘5! 
Week 


ANO SMOKED MEATS 


ee 


FANCY 
PEMM/CAN 


When an Indian brave got sick, the medicine man 

used a faney buffalo-horn headdress to scare out 

the evil spirit. 

a Today, your physician uses insulin, cortisone, 

% epinephrine and other “wonder drugs” that are 
considerably more effective, but come from the 
: same source—meat animals. 


This, and other examples in the cartoon above, 
shows that our first citizens depended on meat 
animals in many ways—just as we do today. 


But there’s a big, important difference (aside 


4MERICAN ME 


Headquarters, Chicago . 


ae vhpdmmnae pee seeaape sales for one year. The Alexander aes, Hae 
aay Gein aheas Un 5 Un GUE Goon Hamilton Institute predicted as Federal Reserve Jan. - of Aug. 
Write right now on your company letterhead. much last week. At this time last uniTEep STATES : me 5 w 4 “e 
VEND “ the maga, — handising year sales were sagging after the Beston Se —3 a «ig 
188 Randolph Tower Bidg. Chicage 1, i buying splurge early in the year. i vi 7. a be 
’ The Billboord Publishing Company No such decline is expected for the nee —3 10 7 
caly_vein © GHLADS © eoeNNAN © SIRE OH. SONS. G eearenes remaining months of 1952. jee a 7 =. 
; ... 
gt ROBES, TEPEE AND B 
" | ‘ : MEDICINE MANS 
4 . MOCCAS/N MATERIALS 
FRESH, JERKED j — - SUPPLIES 


TUS 


BONE TOOLS 
AND ORNAMENTS Z* 


| 
| 
| 
| 
| 


from modern efficiency and the fact that today’s 
packers have to pay for their raw materials). The 
Indian tribe had to follow its meat supply from one 
hunting ground to another. 


Now, more than 4,000 meat packing companies, 
serving as assembly points for livestock and distri- 
bution centers for meat, allow us to stay put, and 


let the meat come to us. 


Meat packers not only provide meat where we 
want it—how we want it—when we want it. but they 
do so at the lowest service cost of almost any food. 


AT INSTITUTE 


Members throughow: the U.S, 


DEPARTMENT STORE 
SALES INDEX 


1947-49 equals 100 


Week to Aug. 23, '52*..p99 
Week to Aug. 25, °51*....97 
Week to Aug. 16, '52*....95 
Week to Aug. 18, '51*....93 


Week to Aug. 9, °52*......90 
Week to Aug. 11, °51......87 


*Not adjusted seasonally. 
pPreliminary. 


= 


New York District —_4 lc tl 
Newar —7 —2 6 
Buffalo 0 2 -1 
New York —12 -9 —f 
Rochester —6 3-3 
Syracus 4+ —2 7 

Philadelphia District —3% ‘4 4 
Philadelphia ‘ 4 3 2 

Cleveland District -—i 2 2 
Akron onep 0 10 4 
Cincinnati —2 4 4 
Cleveland —4 3 -2 
Columbus 3 12 1l 
Toledo 2 2 ° 
Erie 2 3-2 
Pittsburgh . —7 —4 3 

Richmond District 2 5 —! 
Washington 2 3 -—3 
Baltimore 2 3 1 

Atlanta District . 7 10 iz 
Birmingham 5 —4 ll 
Jacksonville 7 12 5 

iami 1 10 13 
Atlanta 1 7 14 
Augusta . 27 32 29 
New Orleans 8 16 12 
Nashville ... 9 9 9 

Chicago District -_— —! 0 
Chicago —2 —2 
Indianapolis 1 2 1 
Detroit —5 o —2 
Milwaukee i—-4 

St. Louis District —! 10 5 
Little Rock 3 8 8 
Louisville 3 5 6 
St. Louis Area 1 —3 7 
Memphis 3 6 —2 

Minneapolis District 4 7 0 
Minneapolis —2 6 i 
St. Paul —4 122. —1 
Duluth-Superior 0 3 1 

Kansas City District —! iE} 2 

| Denver —6 7 0 
Wichita —1 17 2 
Kansas City 1 24 6 
St. Joseph 9 2 —7 
Oklahoma City —1 10 —3 

ulsa 7 24 3 

| Dallas District 5 ed le 
Dallas 1 12 6 
El Paso 4 18 12 
Fort Worth 2 8 5 
Houston 9 12 14 
San Antonio 7 12 7 

San Francisco District 1 * i 
Los Angeles Area 0 1 7 
Downtown 
Los Angeles —s —6 3 
Westside 
Los Angeles 1 10 + 
Oakland -—6 —7 —-4 
San Diego . . 5 11 8 
San Francisco 3 ll —3 
Portland —5 0 12 
Salt Lake City —3 ll 6 
Seattle —3 6 12 
Spokane —2 18 2 


*Data not available. 


Yale & Towne Sets Up Two 
Sales Groups for Lift Trucks 


Yale & Towne Mfg. Co., Phila- 
delphia, has established separate 
sales departments for its Work- 


| saver and hand lift truck product 


lines. 

John I. Somers, assistant mana- 
ger of the hoist department, has 
been promoted to sales manager 
for Worksaver electrically op- 
erated hand lift trucks. T. F. Mori- 
arty, who in 1911 joined Cowan 
Truck Co., Holyoke, Mass., pioneer 


| manufacturer of hand lift trucks, 


which was acquired by Yale & 
Towne around 1931, has been ad- 
vanced to sales manager for manu- 
ally operated hand lift trucks. 


‘Gentry’ to Raise Rates 
Gentry, quarterly published in 
New York, a year old this fall, will 
increase its b&w page rate from 
$800 to $1,000 and its four-color 
page from $1,250 to $1,450 with the 
spring, 1953 issue. The guarantee 
wil! go from 20,000 to 30,000. 


. 
| Four complete Clip Books of Ready- 
To-Use Art—hundreds of different art 
| proofs—absolutely FREE if you'll take 
| a 10-day look at our new monthly art 
service. Saves time and money, sparks 
| layout and copy ideas. Merely clip and 
paste up for offset or line cuts. The $10 
| kit of spot art given FREE as an intro- 
ductory gift—request yours on company | 
| letterhead. We'll include the current 
| issue of our new art service (only $4.95 
@ month) on 10-day approval. No ob!i- 
| today 


HARRY VOLK JR. ART STUDIO | 
00 Central Building, Attentic Ciny, HJ. 
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Design for Living 


Unlike the works of nature, where building always follows the same 
instinctive design, today’s engineering and construction firms are con- 
stantly seeking new methods, new formulas, for improving on man’s 
design for living. They are also constantly seeking new markets for 


their talents . . . through advertising in the pages of Business Week. 


REASON: Business Week is read by a concentrated audience of 
Management-Men . . . executives who make or influence buying deci- 
sions for their firms, including the selection of engineering and 


construction companies. 


RESULT: For many years, Business Week has carried the advertising 
of many leading engineering and construction firms, who know 


ee sis 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 


These Engineering and Construction Firms 


Are Regularly Reaching Management Prospects 


Through Business Week 


Bechtel Corp. 
Blaw-Knox Construction Co. 
Brown & Root, Inc. 

Bulkley, Dunton Processes, Inc. 


Commercial Testing & 
Engineering Co. 


Drake & Townsend, Inc. 
Ebasco Services, Inc. 

Fruin Colnon Contracting Co. 
Fry, George, & Associates, Inc. 
Gemar Associates 


Girdler Corp., The 


Source: Publishers Information Bureau. 


Gunnison Homes, Inc. 


Jered Engineering Co. 


Knight, Lester B., & 
Associates, Inc. 


Luria Engineering Corp. 
Lyon Metal Products, Inc. 
Motor City Associates, Inc. 
Roberts, Malcolm 


Stone & Webster 
Engineering Corp. 


Trundle Engineering Co. 


Turner Construction Co. 


A McGRAW-HILL PUBLICATION 
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ye Be eset in Wisconsin offering 
1) 70% Dealer Tie-ins on Grocery Items 2) Twice Weekly 


™15 oii asco 


ising 
than any newspaper in ‘a state except the Milwau- 
kee el — A testimony to effectiveness. 


Test it in APPLETON — for Details Write — Wire — Phone Collect 
— David Lindsey — General Advertising Department — 


Advertising 
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Twentieth Century Fund to Branch Out with 
Study of U.S. Political and Social Forces 


New York, Sept. 3—Twentieth 
Century Fund, which has con- 
ducted research and public educa- 
tion for the past 20 years on eco- 
nomic questions, will widen its 
field of activity to include the po- 
litical and social forces that affect 
American life 

The extension of the fund’s work 
was announced last week by Evans 
Clark, director, in the organiza- 
tion’s annual report 

Major research 
under way include 

1 A study of technological 
changes now being developed and 


projects now 


the possible impact of those 
changes on economic and social 
life. 


2. A survey of the economic and 
social needs of older people in the 
U.S. 

3. A study of economic develop- 
ment in the underdeveloped areas 


' nothing extra. | 


> PICTURE PLAYHOUSE 


the television show that gives you 


Five big bouncing baby spots—in addition to 
your one-minute commercial—and it costs you 
t’s your “economy buy” 


= on TV in Baltimore on PICTURE PLAYHOUSE* 


A | (11 to 12 p.m. daily). 


Se a *\ | Here’s how it works: Besides your regular one-minute 


PLAYHOUSE (2 to 3 p.m. daily). 


BAL 


commercial you also get five extra billboard 
announcements. This means complete sponsor 
identification throughout the entire hour show. Use 
your billboards as you see fit—either to repeat one 
selling message or for multiple product promotion. 


* This same package is available on HOLLYWOOD 


TV 


Television Baltimore © NBC in Maryland 
Nationally Represente | by Edward Petry & Co. 


of the world to show some of the 
major problems involved 


s 4. A survey of employment and 
wages in the U. S.; relation of 
wages to national income, produc- 
tivity, business cycles, and other 
economic factors affecting actual 
patterns and conditions of employ- 
ment and unemployment in this 
country. 

5. An encyclopedic description of 
the human and material resources 
of ail nations, their record of pro- 
duction and trade, with estimates 
of future trends 

6. A survey of the effectiveness 
of American anti-trust laws as 
shown in a series of specific in- 
dustry case studies, and how en- 
forcement of the laws has affected 
competition and monopoly. 

7. A joint study with National 
Planning Assn. of U. S. capacity to 
consume more goods and services 
from foreign countries and the ef- 
fect of increasing imports on speci- 
fic industries and on the country’s 
economy as a whole. 


8 In addition, Twentieth Century 
Fund plans the production of three 
new films, one on inflation, another 
on urban redevelopment, and a 
third on rural development, in co- 
operation with Encyclopaedia Bri- 
tannica Films Inc. 

Plans also call for production of 
experimental television programs 
at Iowa State College and Syracuse 
University, and the preparation of 
popular pamphlets to be distrib- 
uted to employes of large business 
concerns through the “literature 
rack” service that several com- 
panies have recently established. 


® Twentieth Century Fund was 
established in 1919 by Edward A. 
Filene, Boston department store 
owner and philanthropist. It now 
has total capital assets of about 
$10,000,000. Income from this en- 


dowment supports the organiza- 
tion’s work. 
Of the fund’s total expenditures 


of $691,305 during 1951, the current 
report shows that $424,690 (61% ) 
was expended on production of re- 
search findings; $184,487 (27%) 
was spent on dissemination of re- 
search findings to the general pub- 
lic; and about $82,128, or 12%, of 
the year’s expenditures went for 
general administration or “over- 
head.” 

Adolf A. Berle Jr., formerly As- 
sistant Secretary of State, is pres- 
ent chairman of the board of trus- 
tees, and Francis Biddle, formerly 
U. S. Attorney General, is vice- 
chairman and chairman of the ex- 
ecutive committee. 


Heatmore Starts Campaign 
for New Ceramic Heater 

Heatmore Inc., New York, has 
launched a campaign—via William 
N. Scheer Advertising, Newark 
for its new radiant heater featuring 
a ceramic panel in place of the 
usual glass to house the heating 
element. 

Copy in trade and consumer pub- 
lications and newspapers will 
stress the heater’s safety features 

-resistance to combustion, even 
when exposed to highly inflam- 
mable fabrics, and the fact that 
children suffer no burns on acci- 
dental contact. 


Taitz Joins Small Agency 

Elbert A. Taitz has joined Wil- 
liam J. Small Agency, Boston, as 
research and media director. He 
succeeds Phillip J. Halperin, who 
has been named assistant adver- 
tising manager of Home Lite, Port 
Chester, N. Y. 


Appoints Dunlap Fulton 

National Miller Publications Inc., 
Chicago, has appointed Dunlap 
Fulton manager of its New Yor 
office. Mr. Fulton succeeds Rich- 
ard E. Miller, sales manager, wha 
is now making his headquarters 
in Chicago. 
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Sperry Division, 
Syrup Makers Plan 


Breakfast Promotion 


San Francisco, Sept. 2—Sperry 
division of General Mills is joining 
with two syrup manufacturers on 
the West Coast for a tie-in pro-| 
motion in September and October. | 
Sperry’s pancake and waffle mix 
will be featured. 


“real western 
cream buttermilk pancakes and 
syrup. Ads running in California 
and Arizona promote th> pancakes 
with syrups made by Tea Garden 
Products, San Leandro. In the 
Pacific Northwest, Utah and Idaho. 
ads promote Sperry pancake mix 
with the Lumberjack syrup made 
by Nalley’s Inc., Tacoma. 

Actually, the ad copy in both 
sections will be very similar. About 
all that will be changed are the 
names of the two syrup companies. 
In fact, newspaper insertions use 
the same picture in both areas—a 
stack ef pancakes with syrup being 
applied. 

The agencies are Dancer, Fitz- 
geraid, McDougall, San Francisco, 
for Sperry; Batten, Barton, Dur- 
stine & Osborn for Tea Garden, and 
the Condon Co., Tacoma, for Nal- 
ley’s. 


® Tea Garden has taken 14 full- 
color 24-sheet posters in the prin- 
cipal California cities, plus one 
each in Tucson and Phoenix. These 
posters will say: “Sperry good 
with golden rich Tea Garden 
Syrups.” About half of them will 
be illuminated. 

The California syrup maker also 


will (1) sponsor news broadcasts, | 


(2) use participation programs on 
six TV and 15 radio stations, and 
(3) place ads in 43 newspapers in 
northern and central California on 
Sept. 4 and Oct. 2. Weekly Tea 
Garden insertions will appear for | 
two months in the San Francisco | 
Progress Shopping Guide and the | 
October Sunset will carry a two-| 
color ad for Tea Garden and| 
Sperry. 
| 
@ Sperry’s share of the Tea Gar- | 
den tie-in includes color ads in the 
American Weekly Pacific edition, 
as well as color space in the Sun- 
day supplements of the Fresno} 
Bee, Los Angeles Times, Oakland | 
Tribune, Sacramento Bee and San 
Diego Union. General Mills radio 
shows also will feature the tie-in 
—on Sam Hayes over the Mutual- | 
Don Lee network and on the Bill | 
Rin program over ABC. | 
For the Nalley-Sperry hookup, 
the Washington syrup company has 
scheduled color ads for the Port- 
land Journal, Salt Lake City Trib- 
une, Seattle Times, Spokane 
Chronicle and Tacoma News Trib- 
une. Nalley’s Lumberjack syrup 
and Sperry pancake mix also will 
be featured in the September is- 
sues of Family Circle, The Im- 
provement Era, Sunset and West-| 
ern Family. Spot announcements | 
are scheduled for 12 radio stations 
in Washington, Utah and Idaho 
and for KING-TV in Seattle. 
Sperry will support the Nalley 
tie-in with color ads in the Port- 
land Oregonian and Seattle Post 
Intelligencer and in the Sunday 
supplements of the Portland Jour- 
nal, Salt Lake City Tribune, Seat- 
tle Times, Spokane Chronicle, 
Spokesman-Review and Tacoma 
News Tribune. The General Mills 
division will use the same radio 
outlets for Nalley’s that it uses for 
Tea Garden. 


Tall Oil Names Sterling 


Tall Oil Assn., New York, a 
group including 13 manufacturers 
and sellers of Tall oil, a chemical 
raw material which is a by-prod- 
uct in the manufacture of paper 
pulp, has named Sterling Adver- 
tising, New York, to direct adver- 
tising. The association is a new 
advertiser. 
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Pabst Promotes Seeger 


Richard R. Seeger, a staff mem- 
ber of the art department of Pabst 
Brewing Co., Chicago, for the past 
six years, has been promoted to 
assistant art director. Pabst now 
has two assistant art directors, the 
other being Lee Mariani. 


Fry Joins Frank Hubbell 


Fred Fry, formerly an account 
executive for Guenther, Brown & 


| Berne, Cincinnati agency, has been 
The campaign is built around a|named executive v.p. of Hubbell of National Broadcasting Co.’s ra- 
breakfast”—sour | Advertising, Cleveland. 
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Seventh Annual Consumer Survey of Rockford 
Buying Habits. Includes place of purchase, 
day of purchase, and brand preferences in 


er the following products: appliances, baking 
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products, beverages, cleansers, meat products, nue oumee coves : 

many other grocery products, toiletries, family CONSUMER ry F 

laundry, and gasoline. 32 MUnOIS CTmes ! 

+ 3. ; 

Get this study and see how your products rate a aa 

; with competitors. = = . 
Send for your Free copy today. enter 


126,876 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


Opens Ad-Art Display Firm 

Elliott Johnson, formerly ad 
|manager for Malco Theaters, has 
opened Ad-Art Display at 189 Un- 
|ion Ave., Memphis, to produce ad- 
|vertising layouts, displays, poster 
show cards and genera] art work 
for reproduction. 


NBC Promotes Goodfellow 
Joseph Goodfellow, sales repre- 

sentative for radio spot sales, has 

been promoted to eastern manager 


ELECTROTYPE COMPANY 


517 SOUTH JEFFERSON ST. CHICAGO 7, KE -, ee 


rl | 


t Off The Press 


dio spot sales. 


A. B. Cc. 
CITY ZONE 


A. B. C. RETAIL 
TRADING ZONE 


403,500 


INC. 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, 
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Joe Badger’s Busy 
in Maine—Selling 
Lobsters by Mail 


Campen, Me., Sept. 2—Remem- 
ber Joe Badger’? He was president 
of the Badger & Browning agency 
in Boston and chairman of Badger 
and Browning & Hersey, New 
York. 

Joe spent 30 years in advertising. 
Then he came ‘way down east to 
retire. But he couldn’t quit, not 
entirely. So now he’s selling live 
lobsters and clams and chicken 
livers. By mail. 

He calls the business “Cap’ns 
Corner” and he and co-owner Ear] 
Fuller, former wholesale lobster 
dealer, mail out something called 
“Cap'ns Corner Special Price 
Deals.” all over the country. 
The “deals” include from 4 to 18 
lobsters and a peck of Penobscot 
Bay clams at prices beginning at 
$9.95 for the former and $20.88 for 
the latter. Buyers gets a “reddy- 
for-cooking kettle,” too. 


Goes 


® Joe got started after meeting Mr. 
Fuller and deciding that his adver-| 
tising and merchandising experi- 
ence could sell lots of mail order 
lobsters. For instance, he found 
that lobsters that had lost one 
claw were considered to be second- | 
class merchandise and could be 
ght and sold cheaper than two- 
Claw specimens 
» Joe got to calling them “One- 
claw winners” and told prospec- 
t clients these lobsters had won 
t r fights with enemy lobsters, 
a were so proud of themselves | 
th put on weight. And that’s| 
h one-claw winners got 15% 
mofe meat packed on them. (You 
get six of these one-claw speci- 
for $9.95—plus free kettle, 
er bibs, a booklet on lobsters 
cooking instructions.) 


» settled down here in Cam- 
after the war. He had left the 
cy business to fight with the| 
during World War II. He 
hospitalized home from Leyte 
then went back to the agency. 
he had to quit because of his 
h 
en he found Camden and you 
ind him there at the “Corner,” 
aybe running around Penob- 
Bay in his cruiser or fixing 
up the new place he’s got on his 


seer e farm 


Appoints Don Harrington 

Don Harrington Associates, New 
York, has been named to handle | 
advertising for Edinger-Wyckoff | 
Inc., Stroudsburg, Pa., maker of | 
quality store fixtures. | 


PUBLISHED 
MONTHLY 


$3.00 PER YEAR 32 PAGES 


we MINIMUM 
The only magazine that reaches 
aviation's fastest growing mar- 


ket — the BUSINESSMAN — the | 
FARMER — who uses his plane 
as a business tool. 


Send today for your 


FREE COPY 


and all vital statistics on 
this rich select market 


BUSINESS FLYING 
for Commerce and Agriculture 
2132 Fotdem Ave. Madison 1, Wis 


CAPT. JOE—Under that nautical cap, at left, is Joe Badger, who retired to the 
after 30 years in the ad business. At 


mail order lobster business at Comden, Me.. 
with whom Badger set up 


right is Earl Fuller, 


“Cap'ns Corner,” 


specializing in 


Maine live lobsters and packaged seafood dinners sent by mail. 
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Sandura Opens First Drive 
on Pacitic Coast Market 

A four-color spread in the Sep- 
tember and November issues of 
Sunset Magazine will mark the 
first concentration on the Pacific 
Coast market by Sandura Co., 
Philadelphia. 

Backing this series will be a na- 
tional campaign, using two-third 
pages in the October Farm Jour- 
nal and four-color half pages in 
the October Better Homes & Gar- 
dens and November American 
Home. The initial ad will incor- 
porate a listing of dealers handling 
products of the wall and floor cov- 
erings manufacturer and will fea- 
ture the “Mother O’ Pear!” design 
in coordinated floor coverings, 
floor tiles and counter topping. 
Hicks & Greist, New York, 
agency. 


Kane Joins Ellington 

Robert E. Kane has joined El- 
lington & Co., New York, as an 
account executive. He had previ- 
ously been an account executive 
with J. D. Tarcher & Co., and be- 
fore that was associated with Ben- 
ton & Bowles. 


is the’! 


|Ronson Plans Six-Week 


Newspaper Test Drive 

Ronson Art Metal Works, New- 
ark, plans a 30-city test newspa- 
per campaign to promote its table 
and desk lighters. The drive, be- 
ginning about Sept. 21 and run- 
ning for six weeks, will include a 
series aimed at men and another 
at women. 

Ads in each city will be localized 
and feature recent local brides. 
Ads appealing to men who buy 
birthday and anniversary gifts will 
run on sports pages. Underlying 
the drive is a survey showing that 
weddings, anniversaries and birth- 
days are second only to Christ- 
mas as gift-giving occasions. Grey 
Advertising is the agency. 


Appoints Irwin Co. Agency 
Irwin Co., Beverly Hills, has 
been named to handle regional 
consumer advertising for Westing- 
house Electric Supply Co., Los An- 
geles. The account includes radio 
and television sets and white goods. 
The agency resigned the regional 
consumer advertising account for 
RCA Victor television, and Bendix 
automatic washers and dryers. 


wo Questions and a 


Are you too busy with a thousand costs 
to care about cost-per-thousand? 


All advertising costs are UP. But the one to really watch is 


cost-per- 


thousand circulation. At the current rates of some magazines, you can 


easily pay too much for your space if you don’t buy wisely. 


Today, thanks entirely to the high editorial character of The American 


Magazine, it has attracted and held a great national audience of 2,500,000 


Hometown families. Yet The American Magazine's unusually low page 


rate makes it possible for you to get the coverage of these premium 


homes and families at a substantially lower cost-per-thousand. 
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Grapette Testing | first major beverage concern to of-| Osborne Begins Campaign 
fer a line of beverage syrups. Qsborne Co., Clifton, N. J., cal- 
8 Syrup Flavors Grapette products are sold na-'endar publisher, has begun a fall 


: tionally, and the syrup line is ex- campaign to tell business men the 

CAMDEN, ARK., Sept. 2—Eight) pected to be extended to 40 addi-| good will importance of advertis- 
flavors of beverage syrups are be-| tional markets by next year. ing through calendars and mer- 
ing test marketed by Grapette|) Bryan & Bryan Advertising, Chandise bearing a company’s im- 
Products Co., new subsidiary of| Shreveport, La., has been named | Print and sales — bn on 
Grapette Co. 'to handle the Grapette , Products | P@!8” 1S a new sales promotion po’ 

The subsidiary is using newspa-| account. pe’ jicy for the company, a division of 


en i | American Colortype Co. Previous- 
per space in Little Rock, Meinphis, | |ly Osborne was primarily a direct 


—- Regge aay Neng DREXEL TESTS SALVE |mail user. Two-page four-color 
ackson, Miss., New Orleans and} jads, emphasizing the value of 
Houston to introduce .the syrups| Drexet Hit, Pa., Sept. 2—Drex=| «friendly advertising,” are run- 


|el Laboratories will begin testing | ning in September issues of Bank- 


which are mixed with water to). F : 
make soft drinks. Ads also pro- | ts Wonder Salve with or without|jng, Kiwanis, Lions and Rotary 


mote the thr -|; , . Te : . 
ee Grapette carbon lin 47 newspapers in Wisconsin,| agency which it has not yet an- 


ated and pre-mixed drinks—Grap-| Minnesota and the Dakotas. | nounced. 

ette, Orangette and Lemonette. | Other sections will be added if| 
The eight syrups—Lymette,| gemand ‘ustifies 

fruitette, cherryette, strawberry) J : 


and raspberry, in addition to the! 
orange, lemon and grape extracts Fletcher Joins Bristol-Myers 


Art Directors to Hold Ball 
The Art Directors Club of Los 
| Angeles will hold its third annual 
—are bottled in novelty jars. One| _ F. Harry Fletcher, formerly as-| ball, “The Thing,” at the Floren- 
is shaped like a kitten with a sistant general sales manager of | tine Gardens, Hollywood, on Oct. 
slotted top which can be converted Whitehall Pharmacal Co., isi inti 
, ae York, has joined Bristol-Myers’ | advertising, art, printing and al- 
into a child’s bank when empty. | products division, as assistant to lied trades. There will be a cos- 
According to a press release [,Joyd Bernegger, v.p. and general tume competition for the cleverest 
from Grapette, the company is the sales manager. conception of “The Thing.” 


for Advertisers 


isn’t it obvious which of these big, family 


@ magazines gives you the most for your money? 


amortoun poe . Don’t be satisfied with clai 
ABC circulation egazine lier's Life Look Post the American Magazine a i! a eP 
per dollar 361 | 310 | 292 | 279 | 276 gives from 16% to 31% ee ee ee 
more per dollar. | making UNIT for your produgts 
Americ | P P 
Number of family Magazine | Collier's | Look Post Life | The American Magazine | now. Just write, wire or teleph 
members per dollar 1305 1109 1011 998 971 gives —— to 34% | for helpful facts and information r 
more per ar. | \ 
American | sell this steady, national fa 
Number of families with income |Megezine | Collier's | Post Look Life | The American Magazine . a: 
over $3000 per dollar 261 218 199 192 188 gives from 20% to 39% ae. “ 
more per dollar. =. 
American , 
Number of home-owning Magazine | Collier's | Post Look Life The American Magazine 
families per dollar 241 212 204 183 182 gives from 14% to 32% 
more per dollar. 


Form TV Film Producing Firm | 


chlorophyll at no advance in price | magazines. The company has a new | 


/moted to head of the layout de- 
|partment of Kerker-Peterson & 


New 18. The ball is open to those in, 


Harry Hinkle, formerly business 
manager of George Pal Produc- 
tions, has formed a television film 
production unit, Swift-Chaplin | 
Productions, with studios at 4316} 
W. Jefferson Blvd., Los Angeles. | 
Officers of the company are 
Charles F. Chaplin, president; 
Howard Swift, v.p., and Mr. Hin- 
kle, general manager. The studios 
will be used for production of com- 
mercials. They are equipped for 
live action, animation and stop- 
motion production. 


Promotes George Rumsey 
George E. Rumsey has been pro- | 


Associates, Minneapolis agency. 
Before joining the agency last Jan- 
uary he was with A. M. Niemeyer 
& Associates, St. Paul agency. 


NBC Names Goodfellow 
Joseph Goodfellow, a salesman 
with the company for some time, 
has been appointed eastern mana- 
ger of radio spot sales for National 
Broadcasting Co., New York. 


1,915,215 


srowing families 


Set your sales sights on more than 
1% million larger-than-average fam- 


Bombard 


ilies across the nation. 
these volume buyers with advertis- 
ing in Our Sunday Visitor and The 
Register—two great national w 

| lies they believe in... and respand 


to! 


Feel the full impact of this | 


ing power in these established me 
which have regular advertising 


others envy! 


(Sources: Dec. 31, 1951, ABC statement, B&W page costs and Stewart Dougall & Associates qualitative survey covering the above magazines.) 


Because it reaches so many of America’s substantial Home- 
town families, The American Magazine produces coupon and 
inquiry response at a lower cost than any other family 
magazine. We challenge you to test The American Magazine 
against any other major publication with any measurement 
of reader influence—readership studies, advertising impact, 
or actual coupon response! 


NEW YORK (19) BOSTON (16) CHICAGO (1) DETROIT (2) SANFRANCISCO(4) NATIONAL REPRESENTATIVES 

E. Chenoweth G. A. Dunning H. E. Cole E. W. Hellier D. M. Mikkelsen 

640 Fifth Ave. Statler Office Bidg. 333 N. Michigan Ave. Gen. Motors Bidg. 235 Montgomery St. 

Plaza 9-1000 HAncock 6-4610 RAndolph 6-6850 TRinity 5-5613 EXbrook 2-3342 rip ote f) ING. 
’ 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y., Publishers of The American Magazine, Collier's and Woman's Home Companion. 


1515215 & 


WEEKLY CIRCULATION 


(June 30, 1951) 


| Saas 
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Peer 


Play that thing 


Nothing, nothing is so satisfying to a salesman as to hear his own 


Ae sales talk played back to him as the prospect’s 
own. And that is exactly what happened to a Nation’s Business 


space man the other day, and this is what he said about it... 
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“Before I could even unlatch my brief case, the account executive 
said, “You mentioned you wanted to see me about the specialty 
machines line of Blank Co. It’s small potatoes. That end of the 
business has very little money.’ 


“T started to say something but shut up for once. He went on, 
‘But with the building line, we have been doing a mass job on 
consumers in Life and Post. Yet, to me the business market is 
a far richer opportunity for my client. I want to mass attack it 
just as we are now doing in the consumer field. And that’s where 
Nation’s Business comes in.’ ” ) 


Mass attack the business market! That's sweet music. We’ve been 
singing that song for years . .. backed up by an 800,000 business- 
man band, brasses, woodwinds, the works. 


Worth it? Is a $600 billion market worth it? That’s business today, 
four times the heft of the consumer market. Why is it so tremen- 


dous? Because it’s the amazing multiple of millions of buying and 


selling transactions . . . from the mining of iron ore until it becomes 
1 | that new car parked in front of your door. 


800,000 businessmen readers times a 12-page NB schedule means 
9,600,000 sales impressions smack in front of the richest mass 


market in America. What business magazine can give you more? 
Nation’s Business, Washington 6, D. C. 


Beethoven you wrot 


mass coverage of business management ales 


NATION’S BUSINESS 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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LITHOGRAPHED CARDBOARD DISPLAYS 


oe INLAND LITHOGRAPH COMPANY 


IDEAS + FACILITIES + EXPERIENCE 


; a Said Floatsoap’s flinty-hearted banker; 
** Your sales are sinking like an anchor; 


Before we're forced to call your loan 
Get INLAND Litho on the phone!”’ 


Mm 6CHICAGO 6 * RANDOLPH 6-3256 


CBS Shifts Wilkey, Akerman 


Gene Wilkey, general manager 
of WCCO, Minneapolis, recently 
taken over from CBS by Midwest 
Radio-Television Inc., of which 
the Ridder publications own 53%, 
CBS 47% (AA, Aug. 4), has been 
shifted to KMOX, St. Louis CBS 
owned-and-operated station, where 
he becomes general manager. He 
succeeds John L. Akerman, who 


A 


| Sells WHKK, Akron 


joins the New York offize of CBS | 


radio spot sales as an account ex- 
ecutive. 


Appoints George Hopewell Inc. 

Mother’s Home Life and 
Household Guest, published by 
National Weeklies Inc., Winona, 
Minn., has named George T. Hope- 
well Inc., New York, to be its 
eastern sales representative effec- 
tive with the October issue. 


Graffis Joins Burnett 


William Graffis, formerly Chi- 
cago Sun-Times foreign corre- 
spondent, has joined the public re- 
lations department of Leo Burnett 
Co., Chicago, where he will handle 


|which makes a new, 


United Broadcasting Co. has sold 
WHKK, Akron, pending FCC ap- 
proval, to WHKK Broadcasting Co., 
headed by Jackson B. Maurer and 
Philip R. Herbert. Both men are 
native Clevelanders. Mr. Herbert 
has been WHKK’s general man- 
ager since his return from service 
in World War II. 


Appoints Richard La Fond 
Visa-Clean Corp., Randallstown, 

Md., a newly formed company 

vacumatic 


| liquid-storage tank cleaning unit, 


the has named Richard La Fond Ad- 


vertising, New York, to handle its 
advertising. Talbot A. Smith is 
president and W. F. McBride v.p. 
of Visa-Clean. 


Promotes Martin Davidson 


Martin M. Davidson, assistant 
advertising manager of Scientific 
American since its inception, has 
been named to succeed Charles E. 
Kane, who has resigned as adver- 
tising manager, effective Sept. 5. 
Mr. Kane was a co-founder of the 


newspaper and magazine stories. magazine. 


For years we have been manulacturing the 
Kromekote’ line of printing papers, cast coated on 
one side. Now this quality is available in cast 
coated two sides. It is highly recommended lor 


de holders, 


printed either by letterpress or lithography ee 


luxe catalogs, and Iroc hures . 


where taithlul reproduction on both sides of 


the paper is imperative. Write us for samples 


and tull inlormation. 


Hit, CHAMPION PAPER 


py AND FIBRE 
= HAMILTON, 


OHO 


COMPANY 


District Sales Offices in New York, Chicag: Philadelphia Detroit, 
Atlanta, Dallas and San Francisco 


milors 


St. Louis, Cincinnati 
Diisteil 


in every major city 


i Whatever our Yaper Problem see 


TRADE 


N ga Challenge lo Champion! 


MARK 


dvertising Age, September 8, 1952 


Acme Brings Out 


Bull Dog Beer- 
for Men Only 


San Francisco, Sept. 4—Acme 
Breweries on the West Coast is go- 
ing against the trend in the beer 
industry with a bloodthirsty ap- 
peal for a new lager beer “brewed 
to a man’s taste.” 

While most brewers, with an eye 

|on the women’s market, are going 
all-out promoting lightness and 
dryness in beer (AA, Aug. 11), Ac- 
me has decided to go off in the 
opposite direction. 

| The West Coast brewer has 
brought out Bull Dog lager beer 


| 


and, after test campaigns in Sacra- 


mento and San Diego, the new 
brew is being heavily promoted 
throughout California and in 
Nevada. 


s Acme’s agency, Foote, Cone & 
Belding, is placing ads which are 
dominated by a huge picture of a 
ferocious bull dog. The copy is 
lusty from start to finish. In the 
ad shown it reads in part: 

“Can beer get too light? Too 
dry? A lot of men think so. In- 
cluding us. So we made Bull Dog 
Lager. Beer brewed to a man’s 
taste. Beer full of two-fisted flavor. 
Beer with a head. Nice to look at. 
Nice to feel. Want a man’s beer 
for once? Buy a Bull Dog today! 
Got a man’s size thirst? Wrap a 
man-sized beer around it.” 

Joe Mitchell, Acme sales mana- 
ger, said a tough, rugged symbol 
like “bull dog” was chosen for the 
beer after an intensive survey 
| showed men were getting tired of 
increasingly lighter, dryer beers. 

Bull Dog is packaged in cans, 
quarts and 11l-ounce bottles. It has 
been introduced with radio, TV, 
outdoor posters and full pages in 
more than 70 newspapers. 


Haun Joins Lewis & Gilman 

Robert P. Haun, formerly with 
' Armstrong Cork Co., Los Angeles, 
has been named an account execu- 
tive of Lewis & Gilman, Philadel- 
phia. 


PREPAREDNESS EFFORT 
BOOSTS NEGRO INCOME 


$15 BILLION MARKET— 
AND STILL GROWING! 


ie A ~-. employment up, pur- 
and they're still 

1S mashet is big  pestnaes 
bigger every day! 15 mil- 
Negroes must eat, drink, 
| clothe themselves; spend $15 billion on 
things you sell. Sell the oe market — 
| oes wee a, i. to be sold — through 
wn ce publications, the news- 

ie and magazines they welcome into 
homes and hearts. Negroes +> loya! 

to their own publications — they buy the 
| things they see advertised there; they'!! 
buy your ag when they see it ad- 
vertised there Don't let your share 
of this huge $15 t billion slip away! Ad- 


| aS ‘ort pays off big in the Negro 
ret. or full tails write Interstate 
nited Newspapers, 545 Fifth Ave., N. Y., 


America’s leading advertisers for 
over a decade. 
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o! is rich market, you can't 
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By) Aes from the Far West! 
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Every smoke signal tells the same story: Big Chief NBC Radio gets you 
more wampum in the west’s rich Happy Hunting Grounds. Here’s why: 
98% of all western families own radios, representing 11% of the 
total buying power in the United States. 83.5% of these families — 
all potential customers of yours—listen regularly to NBC... giving 
you Top Coverage. 
And NBC costs per thousand are lower than those of any other 
western network! 

When NBC Radio aims the bow, your advertising arrow goes straight to 
its target...it sells to the more than four million western families you 
want to reach. For details, consult your nearest NBC sales office today. 


WESTERN NETWORK + NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporation of America 


HOLLYWOOD * SAN FRANCISCO * CHICAGO + NEW YORK 
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# evening 


42 of every 100 families who read a 


metropolitan evening paper choose the 


home-going Journal-American 


HAT makes the Journal-American a great 

family newspaper? ... the greatest in New 
York by an overwhelming margin if family prefer- 
ence is a valid indication. Consider this! No one 
is ever “sold” a newspaper in New York. There is 
no home delivery under metropolitan newspaper 
management. 

The answer is simple! New York’s largest 
evening audience clearly demonstrates its prefer- 
ence voluntarily . . . guided solely by the 


outstanding brand of reading entertainment the 
Journal-American provides. 

In America’s richest, most sales-rewarding 
market . . . where it pays to think in terms of 
volume . . . the Journal-American is read and 
shopped by 123,000 families more than the second 
evening paper; 290,000 more than the third. 

Your product message, too, will receive a 
rousing reception when it is carried home with 
the home-going Journal-American. 
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Carborundum Boosts Kingsley : : ‘ ’ . per Editors, scheduled for Oct. 22 

ae esagh ig teraetstgnerored Drug Store Service Picks ‘McCall's’ for Drive 0" '53'"tin: ieen canceled. “With 
ming sales manager of the bonded prod- | New York, Sept. 4—Drug Store| ber McCall’s will be offered the 4,neW president to take over in 
ucts and grain division since 1950, Service Corp. has decided to use same service. Washington in January,” L. ©. 
Conventions has been promoted to assistant McCall’s as the medium for its. | Morrow, —- a group, 
— —— rome So Nigga hu, “Your Drug Store” promotions. |# Three weeks before the issue of por ny Linen A oa sehen Oaboiaiers 
en ee Naga ee es. ne go» Ads will stress the economy of| McCall’s comes out, wholesalers in at the earliest.” Another meeting 


*Indicates first listing in this column 

Sept. 7-1¢. Assn. of Railroad Adver- 
tising Managers Banff Springs Hotel, 
Banff, Alberta, Can 

Sept 11-13. Newspaper Advertising 
Managers Assn. of Eastern Canada, an- 
nual convention, Mount Royal Hotel, 
Montreal, Que. 

Sept. 12-13. Advertising Federation of 
America, District 7, Thomas Jefferson 
Hotel, Birmingham, Ala 


WWILP Will Telecast in Dec. 
Ultra high frequency equipment 

| will reach Springfield, Mass., this 

December to permit WWLP to 


and the services he gives. 

Ads will appear in shopping page 
format, and McCall’s is offering 
ladvertisers in the October issue 
start telecasting on Channel 61,|who distribute through drug 
according to the equipment sales wholesalers a chance to have their 
department of General Electric Co. | products appear on window dis-| 
play sheets in the same format. 


” / | ri aT j 
; | been with the company since 1922. | buying at the independent druggist | the network will get a set of win- may be held in the meantime, pos- 4 
| dow display reprints to mail to re-| sibly in New York. 
tail customers. The reprints will 
include a printed order form and Ross Roy Inc. Names Mohl 
Suggestion that the retail druggist’ J. mohl, formerly advertis- 
have adequate stocks to tie in with ing manager for Belvedere Sewing 
the products featured in the ads. Machine Co., Los Angeles maker 
Two weeks before the appear- of Adler sewing machines, has 
ance of the magazine, each whole-| joined the Hollywood office of 


f 
Sept. 12-13. Pennsylvania Newspaper | Lieb Forms Film Company Each product thus shown will get|saler salesman will get a second| Ross Roy Inc. He will serve as if 
Publishers’ Assn. classified clinic, Hotel! Jack H. Lieb, previously with|space in proportion to the size of| set of reprints. These will feature) account executive on the Dodge 4 
Brunswick, Lancaster, Pa Kling Studios, Chicago, has set!its ad in the magazine. |his own order form to pick up| truck account and director of pub- 

| licity for the West Coast. 


"Sept. 28-20. Advertising Federation of | up his own organization, Producers| Maubert St. Georges, chairman | business on the featured products. i 


America, District 10, Mayo Hotel, Tulsa 4 ~. ae = | 
Sept. 29.-Oct. 1. Assn. of National Ad a ey — ao Dr., | of Drug Store Service, and head | Mats of the reprints will be , 5 
vertisers, fall meeting, Hotel Plaza, New icago, to Pp uce ion pic- of St. Georges & Keyes, the agency, available to retailers at cost. With Knox Elected President c 


ork. tures for industry and television. , : “ ; i 

. aad 29-Oct. 1. Life Insurance Adver- , said 100,000 reprints of the dis-|these they can print their own)! C. Clair Knox, formerly v.p. in i 

tisers Assn, annua: meeting, Sheraton-| Arnow Joins Basford play sheets will be sent to the 130|throwaways, package inserts and charge of merchandise and sales } 

( Mount Royal Hotel, Montreal, Can Bh ge eons, ith | members of the recently formed | other promotional material. for Real Silk Hosiery Mills Inc., 
a mente er’y wit) wholesalers’ merchandising net-| Indianapolis, has been elected 


Oct. 2-4 Advertising Typographers - . 
Assn, of America, 26th annual meeting,| Fairchild Camera & Instrument *- . resident of the Rexair division of 
Grover Park Inn, Asheville, N. C. Corp., has joined the publicity | Work for distribution nationally to| Conference Called Off | Martin-Parry Corp., Toledo, maker 
se Oct. 3-4. Pennsylvania Newspaper Pub-| staff of G. M. Basford Co., New drug store customers and prospects.| The Washington meeting of Na-|of air conditioning and cleaning 
lishers’ Assn., annual conventions Penn | York and Cleveland agency. Drug advertisers in the Novem- tional Conference of Business Pa- | tonite. 


Harris Hotel, Harrisburg : 
{ 


Whals different about these readers? 
—they have BUY on ther mink 


ham Hotel, Washington, D.C 

Sect. 5-9. Advertising Specialty National 
Assn... annual convention and specialty 
fair, Palmer House, Chicago 

Oct. 8-10. Direct Mail Advertising Assn., 
25th annual conference, Shoreham Hotel, 
Washington, D. C 

Oct. 10-11. Oregon Newspaper Pub- 
lishers Assn... Admanagers, fall meeting, 
athman Hotel, Portland, Ore 
Yet. 11-13. Women's Advertising Clubs, 
sl Midwest Inter-City Conference, 
| Morton, Grand Rapids 

12-15. Pacific Council, American 

of Advertising Agencies, annual 
ention, Arrowhead Springs Hotel, 
Bernardino, Cal 
t. 13-14. Inland Daily Press Assn., 
mal meeting, Congress Hotel, Chicago 
t. 13-16. Printing Industry of America, 
annual convention, Chase Hotel, St. 


8 

et. 16-19 Continental Advertising \ circulation statements, Better Homes & Gardens’ 
y Network, convention, Los Angeles 

t. 19-22. Western Classified Advertis- 3! 

Assn., Mission Inn, Riverside, Cal. 

t. 20-21. Advertising Federation of 
rica, District 5, Ft. Hayes Hotel, Col- 
us, O 
t. 20-21. Agricultural Publishers Assn., 
al meeting, Chicago Athletic Club, 
ago 
it. 20-21. Boston Conference on Dis- 
tion, Hotel Statler, Boston 
t. 20-23. Financial Public Relations 

, annual convention, Hotel del Coro- H 
, Coronado, Cal. ‘re everv a 2 vay me « > ” ee . 
eee ere every reader becomes a shopper. For here, in BU&G, 

International, 4th annual conven- 
and exposition, Hotel Sherman, Chi- 


2-million readers look like those of the other two 


biggest man-woman magazines. 


But what a difference in sales results the BUY-ological 


ae; 


urge of BH&G makes! 


every page Is devoted to information and practical sug- 
pv. 5-8. National Assn. of Photo- gestions about things to try—things to BUY! 
graphers, 20th annual convention and = © 

sition, Hotel New Yorker, New York 
v. 16-18 National Newspaper Pro- 
” Assn., central region meeting, 
ler-Wallick Hotel, Columbus, O 
Nov. 20-22. Southern Newspaper Pub- 


You know what kind of millions read your ads in BH&G 


—the BUY-minded millions. Are any other millions 


lishers Assn., annual convention, The 
Greenbrier, White Sulphur Springs, W , ac bh? 
o worth as much? 


Dec. 7-11. Outdoor Advertising Assn 
of America, 55th annual convention, Con- 
rad Hilton Hotel, Chicago 

Dec. 27-29. American Marketing Assn.. 
conference, Palmer House, Chicago 


me eegemenis 


BuisG BUYOLOSICAL BRIEFC 


More advertising dollars per issue were spent in BH&G 


than in any other magazine. (Ist six months 1952.) 


More dollars of advertising, more lines of advertising 
and more pages of advertising were placed in BH&G 
than in any other major monthly magazine. (Ist six 
months of 1952.) 


‘ Coupons are used to win The most advertising dollars ever spent in a single issue of 
new customers and to hold any magazine ever published were spent in the April, 1952 
4 present ones. issue of BH&G. (And still true as this ad goes to press.) 


Eureka designed coupons 
produced on “ESPCO” Sofety 
Paper afford protection against 
counterfeiting. Safety paper 
coupons are more effective, 
attractive and indicate value. 


Write today for information 
and sample of various types 
of coupons such as we produce 
for leading companies. 


Eureka Specialty Printing Co. 


Speciolty Division 
567 Electric Street, Scranton, Pa. 


ie 


Serving more than 3%2-Million families ff 


ANTES OF COUPONS, CORTHICATES 
YRADUNG STAMPS. POSTER STAMPS AND 
GUMMED STATIONERY ITEMS 
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MAB Points to Decline in Total Hours for 
TV Advertisers, but Gross Billings Are Up 


New York, Sept. 3—The Mag- 
azine Advertising Bureau, which 
never misses an opportunity to take 
the wind out of television's sails 
(or sales for that matter), last 
week noted that sponsored net- 
work and station hours on the four 
networks continued to decline in 
June. 

This decrease in hours used by 
network advertisers was coinci- 
dental with a substantial increase 
in gross billings for the TV net- 
works as compiled from Publishers 
Information Bureau records. 

In June, 1952, the four networks 
had a total gross billing of $13,325,- 
000, compared with $9,147,100 in 
the same month last year. 

Total network sponsored hours 
(two half-hour network programs 
in a month make up one network 
hour) was 400.3, against 484.2 in 
June, 1951. Sponsored station 
hours (arrived at by multiplying 


the number of network hours by 
the number of stations used) to- 
taled 15,309.6 in June, 1952, 
against 15,973.5 in June, 1951. 

Comparing the first six months 
of this year with the same period 
last year: Monthly billings in- 
creased 60.6%; monthly network 
hours dropped 11.1%, and month- 
ly station hours increased 4.4% 

“Because of the sharply increas- 
ing rates, dollar billings of the 
television networks have risen 
steeply,” MAB commented. “But 
in terms of the actual use of the 
medium—measured by network or 
station hours—there has been a 
substantial decline sinee 1951's 
peak.” 


Joins McConnell, Eastman 
James W. Thain, formerly a 

partner, director and v.p. of Mc- 

Kim Advertising, Toronto, has 


joined McConnell, Eastman & Co.,| 


Toronto. 


MONTHLY NETWORK TELEVISION BILLINGS, SPONSORED NETWORK HOURS 
AND SPONSORED STATION HOURS, 1949 


(199) MONTHLY AVERAGE AS 10m) 
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TV MEASUREMENTS—Magazine Advertising Bureau insists that network television's 

progress should be measured in terms of amount of time and stations used instead 

of just gross billings. This MAB chart shows the trend at ABC, CBS, DuMont and 
NBC in all three categories through June, 1952. 


Magazines, Outdoor 
Scheduled by Fram 


Provipence, R. I., Sept. 3—Fram 
Corp. will use seven magazines 
and 200 outdoor boards this fall 
to promote its oil filters and re- 
| Sencoment cartridges for automo- 
biles. 
| Ads will run in Capper’s Farmer, 
Collier’s, Country Gentleman, Pop- 
| ular Science, Progressive Farmer, 
|The Saturday Evening Post and 
Successful Farming. 

The theme of the fall promotion 
| will be an appeal to motorists to 
“check up for fall and winter now.” 

The billbward message will be: 
“Filtered oil keeps engines clean! 
Fram Filters Best.” 


@ The company announced that 
“every piece of advertising” will 
list Western Union Operator 25 
for the benefit of anyone who 
wants to get the name and address 
of the Fram dealer in his neighbor- 
hood. 

The campaign also includes some 
30 dealer aids such as illuminated 
signs, Biolite electric clocks, mon- 
ey-back guarantee signs and iden- 
tified testing equipment. 

Van Sant, Dugdale & Co., Balti- 
more, is the Fram agency. 


McKim Makes Four Changes 


McKim Advertising, Toronto, 
has announced four 


Macdonald will be in charge o 
agency’s new merchandising 
partment. A. H. G. Grosart, as 
ated with the agency for 
years as consultant in public 
industrial! relations, has joined 
Kim in a fulltime capacity. 
McPherson, formerly public 
tions director of the Ontario 
partment of agriculture, has jo 
McKim’s agricultural departr 
D. J. MacMillan, previously 
duction manager for CFAC, 
gary, Ont., becomes radio dir 


You Could Use 
This Book! 


And We'll Send it 


to you on Approval 


Wouldn't you like to 
see the new edition of Don May’s 
“101 ROUGHS” recently reviewed 
in Advertising Age? 

In addition to the 
practical presentation of 31 basic 
layout patterns and the seven ac- 
cepted methods of making adver- 
tising layouts, for which the book 
has earned considerable fame, the 
new edition has several exciting 
features that are sure to interest 
anyone who has a finger in the ad- 
vertising and graphic arts pie 
Among them are some full page 
“over-the-shoulder” demonstrations 
of methods and techniques. 

book is most in- 


triguing in format and style too. . . 
it’s so different . . . so good to look 
at. Size 812 x 812 inches. 120 pages. 
135 illustrations. 

Wouldn't you like to 
look it over? Maybe have a copy 
for your own use, or as a gift to an 
associate or some deserving young 
fellow who could benefit with Don 
May’s help? 

We'll send the book 
with a memorandum bill for $4 on 
your request and cancel the bill 
promptly if you return the book 
any time in 10 days. 


Frederick J. Drake and Co., 
115 Green Bay Road, Wilmette, tll. 
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Wendell Galloway Moves 

Wendell C. Galloway Industrial 
Advertising, Rockford, Ill, has 
moved to the Central National 
Bank Bldg 


FREE is expensive 
when publication sets your ad 

ven NOTHING! [t'« ‘anemic 

. eke punch le 1 - 

Prone MOrsen That's aie on many a e thels 
4-6134 ads set by Walk. Ask for proof! 


JAY PWALK S225eu.8iNs,"ecosnares 


ohare 


Lang to Film Associates 

Edward R. Lang, formerly with 
Brand Studios, Cincinnati, has 
been named general manager of 
Film Associates Inc., Dayton pro- 
ducer of motion pictures for tele- 
vision and industry. 


Miami Art Directors Elect 

Garnett Megee has been elected 
president of the new Art Directors 
Club of Greater Miami. Other of- 
ficers elected are Russ Smiley, v.p.; 
Edward McCarus, secretary, and 
Hal Frieitag, treasurer. 


sO VP Tie On 


Using GRIER SRE for Dealerships! 


rue AD-VER-TIS-ER, INC... FORT WAYNE, INDIANA 
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‘Banking’ Finds Bank Advertising Up 12%; 
McGraw-Hill Ads Stress Need for More 


New York, Sept. 3—Do bankers and financial executives and 1,500 


believe in advertising? 

Apparently, the answer is yes. 
The American Bankers Assn.’s 
survey of commercial bank adver- 
tising plans for 1952, reported in 
the February and June issues of 
Banking, indicates a rise of 12% 
over 1951 expenditures. 

Nevertheless, because so many 
bankers and financial executives 
exercise such a potent influence on 
the advertising plans and budgets 
of industrial companies, McGraw- 
Hill Publishing Co. has been con- 
ducting a sort of good will educa- 
tional campaign since the first of 
the year with a series of adver- 
tisements in Banking and Busi- 
ness Week. The account is handled 
by Fuller & Smith & Ross. 


® In addition to the monthly ads, 
McGraw-Hill has been sending 
out monthly mailings of reprints 
to selected lists of 3,500 bankers 


heads of advertising agencies. The 
promotion is handled by McGraw- 
Hill’s promotion department un- 
der the direction of Frank Car- 
son. 

With each reprint is attached a 
memo signed by Nelson Bond, v.p 


and director of advertising. For | 
advertise- | 


example, the August 
ment, headed “No Market...no 
profit!” emphasizes that “the wise 
investor looks beyond a company’s 
physical properties, plants and 
machinery when he ‘s contemplat- 
ing a purchase of its stocks. 

“He looks at its markets,” the 
ad points out. “He knows that if 
you make a product, somebody has 
to buy it if you expect to stay in 
business. And he knows that a 
profitable business operation is de- 
pendent upon the recognition of, 
and acceptance for, a company’s 
“products among the people who 
have to be sold. 


THE SACRAMENTO 
THE MODESTO £ 
THE FRESNO B 


inland part of 


It’s a market with higher food 
sales than Connecticut... higher 
drug sales than Kansas.°* It’s an 
independent market, too — the 


don’t expect to cover it with San 


National Representatives 


BILLIGN BOLLAR 
VALLEY GF THE BEE 


Francisco or Los Angeles pa- 
pers. You need the local papers 
that inland Californians read — 


The Sacra 
California. So 


mento Bee, The 


Modesto Bee and The Fresno Bee. 


*Sales Management's 1952 Copyrighted Survey 


McClatchy Newspapers | 


. . O'Mara & Ormsbee, Inc. 


“Markets,” the copy stresses, 
“are a live, animate asset—the end 
product of a consistent, coordin- 
ated sales and advertising pro- 
gram. They are tough to create— 
still tougher to keep alive—and 
once neglected, or lost, the cost of 
rebuilding comes mighty high. 


s “That is why we suggest,” Mc- 
Graw-Hill says, “if you have a 


| financial interest in an industrial 


company, check to see whether the 
management is using adequate 
business publication advertising to 
build and protect its markets.” 
Reprints of this ad, No. 8 in the 
series, were sent out under Mr 
Bond’s signature to a selected list 
of bankers and financial execu- 


tives. “It submits,” Mr. Bond 
wrote, “that markets are vitally 
jimportant business assets. . that 


they must be protected—cultivated 
—and constantly broadened—in 
order to maintain a rewarding 
profit from an investment in 
plants, machinery and physical 
properties.” 

Each of the ads offers a 20-page 
booklet, “Mechanized Selling at 
Work,” which explains the basic 
application of business paper ad- 
vertising to the job of reducing 
sales costs. The company has re- 
ceived “a modest but steady flow 
of inquiries from bankers as a re- 
sult of the ads,” Mr. Carson told 
AA. 


8 As an additional followup, Mc- 
Graw-Hill will have a booth at the 
American Bankers Assn. conven- 
tion, Sept. 20-Oct. 1, at Atlantic 
City with a dramatic panorama 
blowup of a factory in flames. 

The company’s September ad is 
headed “Fire can destroy physical 
assets...but not market accep- 
tance.” 

The copy develops the theme: 


“Every well managed company 
carries insurance to protect its 
physical assets...and adequate 


business magazine advertising to 
protect the acceptance of its prod- 
ucts in the markets it serves. Both 
types of coverage are essential... 
one to protect production facilities, 
the other to protect sales.” 

The company has received a 


number of letters from bankers 
and agency presidents compli- 
menting it on its “constructive 


contribution to better understand- 
ing of advertising values.” 


Pabco Products Appoints 
William Keady President 

William L. Keady, formerly 
president of United States Gypsum 
Co. and Marathon Paper Co., has 
been elected president of Pabco 
Products Inc., San Francisco. He 
succeeds William H. Lowe, who 
has been elevated to board chair- 
man. 

Mr. Keady, a graduate of the 
U.S. Naval Academy, joined U.S. 
Gypsum in 1924 and became pro- 
duction manager in 1928 and v.p. 
in charge of operation in 1932. 
Four years later he was named v.p. 
in charge of sales and in 1942 
president. He resigned in 1949 and 
later assumed the presidency of 
Marathon. 


F&S&R Names Two A.E.s 

John D. Hallaren, formerly with 
Burlington Mills, and Don Sheldon, 
previously sales manager of Fred- 
eric Blank & Co., have been named 
account executives on the New 
York staff of Fuller & Smith & 
Ross. 


1,300,000 trucks 
95,200 truck-tractors 
112,000 truck-trailers 
840,000 business passenger 
cars 
are owned by industries or 
businesses in which subscribers 
to The Rotarian are officials, 
owners, partners or key execu- 
tives. 
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TODAY, THERE IS A BETTER WAY... 


The scrub board, wash tub and clothes line were once about the only means of washing 
clothes. Today such advancements as modern automatic electric washers and driers make life easier. Today, 
too, there is a better way to invest your advertising dollar. 


In 294 key Industrial NORTH and EAST counties, 28% of the nation’s families account for 31% of total U.S. Retail Sales, 28% 
of Drug Sales, 339% of Food Sales, 33% of Furniture, Furnishings & Appliance Sales, and 40% of Apparel Sales. 


First 3 Markets Group delivers 46% coverage of all families in these key counties. 


There is a better way to sell your product .. . use 


The group with the Sunday Punch 


Mi reste 2 
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New York Sunday News 
Chicago Surtday Tribune 
Philadelphia Sunday Inquirer 
Rotogravure » Colorgravure 

Picture Sections « Magazine Sections 


a ed 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 « Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 + Los Angeles 17, Calif.,1127 Wilshire Boulevard, MIchigan 0259 
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It's Not All Pie Eating and Blue Ribbons... | At the Westchester fair, Pittera’s 


work begins anywhere from 10 to 


The Old County Fair tesa iacte seis 
4 ad , iei _— 
Is Now Big Business inc sini.oss 


Advertisers, Exhibitors 
Will Spend $115,000,000 
During the 1952 Season 


New York, Sept. 3—Before the 
year ends, about two out of every 
three people in the country will 
attend at least one state or county 
fair. They'll pour a conservatively- 
estimated $70,000,000 into the tills 
to view exhibits, shows, midways, 


tratiens,| the m 
beaut ageants, demonstrations, | a 
eS ao | chandising. Headed up by Fred trouble,” Mr. Pittera says. “All 


| Pittera, a wartime bomber pilot) these fellows have got to be ro- 


contests and hundreds of similar 
activities 

Advertisers, merchandisers and 
exhibitors will spend approximate- 
ly $115,000,000 between July and 
November—the peak of the fair 
season—to hawk, exhibit, give 
away, promote, or just do a public 
relations job for their products. 

There will be close to 3,000 fairs 
in the country this year. Of these, 
about 30 will be $3,000,000 fairs, | 
20 will be $1,000,000 fairs, 1,000 | 
will gross about $50,000 and 1,000) 

ill take in about $15,000. 


n short, staging and participa-| 
g in fairs and exhibitions is now 
‘Way beyond the pie-eating contest 
blue-ribbon flower stage. This 
not to say that such activities 
not still an integral part of 
se promotions. But the 2,500,000 
ple who attended the Texas 
Ste Fair—largest in the country 
Dallas last year found consid- 
bly more than this type of fare 
umerous organizations make a 
lufrative business out of master- 
ding these promotions. Many 
hese outfits are one-time oper- 
s who fold up as quickly as the 
shuts down. About 20 organi- 
Za@ons make fairs a year-round 
F 


iness. 

ne of the newer promoters is 
i Pittera Associates Inc., an 
it with a small, busy office on 
h Ave. and a finger in many 
rnational and domestic pies. 
his year, Pittera is the many- 
ed wheel behind the West- 
ster County Fair, at Indian 
it Park, near Peekskill, which 
runs from Aug. 30 through Sept. 6 
Although far from the multi-mil- 
lion dollar class, the Westchester 
fair lays claim to being the second 
oldest in the U.S. and its 350 acres 
probably makes it the largest in 


52 


area. King Richard II chartered 
the fair in 1641. | 


® How does one go about pro-| 
moting and merchandising a prof-} 


"'YONNE SAYS:— 


REPORTS 
OF OUR 

GROCERY STORE 
INVENTORIES 


Send for Complete 10 Week Studies of 
Margarine ¢ Instant Coffee * Detergents 
Packaged Tea * Tea in Bags 
Ask about other Studies 
Send or call for complete detasls 
BAYONNE, NEW JERSEY 
Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


15 weeks before the opening. Ac- 


date, when the sales staff is busiest 
selling exhibit, program and ad- 


ceivable gimmicks and tie-ins. 

itable fair? In the Westchester 
case, Pittera has no precedent to ® When Pittera was signed for the 
go on because this year, for the Westchester fair, the first thing 
first time, it will be a “full fair,” he did was to hold a dinner for all 
meaning it will have a midway, the fair principals and as many 
commercial exhibits, and mary county mayors.and local chambers 
other innovations. Sponsored by of commerce as he could round up. | 
the Westchester Agricultural & At the dinner the plans and scope| 
Horticultural Society, it used to be were set forth and the civic leaders! 
completely devoted to those two were asked for their endorsement 
subjects. and cooperation. 

So far as Pittera is concerned, “If it’s handled properly from) 
ain purpose of a fair is mer-|the start you never have any | PULLING POWER—For obvious reasons, exhibitors at fairs and expositions use 

| 


lovely models like this to attract attention to their exhibits. This disploy at the 
International Motor Sports Show points out that “Hi-Power supercharging gives 
and a postwar test pilot, the com-|manced and given all the details | better cesulte.” 

pany has a ten-man force in New so that they feel on the inside of| moneys. A fair sponsor must set)ly for the next three years, at the 


York. At the height of pre-fair| things.” aside a certain amount annually end of which time the state will 
preparations the staff goes up to| Next, Pittera secured New York| to receive state payment. The so-|reciprocate with about a $10,000 
as high as 25 people. state endorsement for premium | ciety is setting aside $6,000 annual-| annual payment for the best-of- 


Fish Cook Book Tie-Up 
Nets up to 30% Increase for Food Chains 


The 32-page Fish Cook Book appearing in March GOOD HOUSE- 
KEEPING was the basis for special Lenten promotions in more 
than 4,000 supermarkets, representing 51 N.A.F.C. Companies. 


Results were outstanding: 


4000 Food Stores Testify— | 


age 


May 6, 1952 : ATs 
Mr, Cia Deor! 
,° (a Danie. GROcER COMPANY 
Good Housexeeping . 
STth ot Ot dxcene MURPH TSEORQZLIMONS 
Sew York 19, Sew Tork 
Dear Sirr se 
The woe wrk of the March dood ew 
ah Cook Book promotion aight be reflected Doria 
im the 33% increase in seafood tonnage over mani tt 
the previous period and 10% increase of the Pikes 
eeme period « year ago. Se hed very fevorebdle reulte regerd og the Mared Good 
te Lpeerd fer your interest in this pb lqousekeeping Fish Cook Book Promotion, our sales inereseed 
om aes 
ainess. © proximately 20% om the items feetured during this 


promotion, 


SO ark 


4, C, Pentel, Viee President 
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class awards. 

With the state endorsement 
tucked in the files, Pittera begins a} 
three-fold job: (1) the sale of com- 
mercial exhibits; (2) the securing 
of entry exhibits and (3) setting 
up the official program and pre- 
mium book, the “bible” of the 
fair. 

From the commercial point of 
view, these three accomplishments 
are the most important attributes 
of a successful fair. 

“In many cases, services for 
which people leave the county 
might be in their owf& backyard,” 
Mr. Pittera points out. It’s his job 
to bring them out of hiding. 

Potential commercial exhibitors, 
who include local, surrounding 
and national firms, are sent bro- 
chures which are followed up by 
visits from the sales force. This 
staff, numbering 15 to 20 at its 
height, manages to sign an average 
of one out of seven accounts after 
three to five calls. 


s Commercial exhibitors pay $100 
for a 10x10’ booth and 50¢ per) 


LAYING THE GROUNDWORK—Fred Pittera (standing), executive director of the 

Westchester County Fair, explains the project to three guests at the mayor's dinner, 

held at the Wykagyl Country Club in New Rochelle. They are (left to right) Harold 

Delaney, managing director of the Westchester County Assn.; New Rochelle’s Mayor 

Stanley W. Church, chairman of the fair’s mayors’ committee, and E. D. Kelmans, 

president of the Westchester Horticultural & Agricultural Assn., the organization 
sponsoring the event. 


{square foot outdoors. Many ex- 
| hibitors use gimmicks and all sorts 
lof giveaways as an excuse to get 
|the names and addresses of pros- 
| pects. Some of the exhibits planned 
for the Westchester celebration 
include: 

Consolidated Edison Co.: An ex- 
hibit entitled, “The Story of Niag- 
ara,” will show the methods of 
producing hydro-electric power in| 
one of the world’s greatest plants. 
Models, films, illustrations and) 
posters will be employed. 

Readers’ Digest: A display show- 
ing copies of the Digest in many 
languages, including a_ special 
Braille exhibit. | 

Vaughan Motors Inc.: Exclusive | 
American distributors of Singer 
automobiles, Vaughan will put on 
| display the first plastic automobile | 
available to the public. The chassis | 
|and engine were manufactured in 
| England and the fiberglass body in 
|the U. S. 
| New York Central Railroad Co.: 
| Will show maps and models por- 
traying the railroad’s history in 
|the Hudson River valley. The dis- 
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Leading Retailers Know the Answer! 


These on-the-spot experts recognize the tremendous sales influence of 
GOOD HOUSEKEEPING’s editorial sections. They have more 
confidence in the rapid turnover of food products advertised in 
GOOD HOUSEKEEPING and backed by the Guaranty Seal. If you 


want stronger point-of-sale support for your consumer advertising, 


let us tell you more about GOOD HOUSEKEEPING. 


THE HOMEMAKERS’ BUREAU OF STANDARDS 
57th Street at 8th Avenue, New York 19, N. Y. 


HOUSEKEEPING 


57 


play will include a map of the 
original line system and blow-up: 
of famous engines. 

Seasonall Window Corp.: This 
New Rochelle company will con- 
struct a portion of a house to dem- 
onstrate its combination storm 
windows and screens and, for the 
first time, will introduce its new 
line of “Four-Season Products.” 


® The main method of getting en- 
try exhibits, for which there is no 
charge, is through local advertising 
and contacts with local organiza- 
tions. These exhibits help preserve 
the old-time flavor of county fairs. 
They are also where the cash and 
premium awards go. Prizes, rib- 
bons, cups and medals will be giv- 
en for agricultural, horticultural, 
home and hobby competitions. 

Contestants may enter as many 
contests as they wish, providing 
they qualify. Each category is su- 
pervised by a “superintendent,” 
usually an unpaid, recognized au- 
thority in his field who also dou- 
bles as a judge. 

Generally, every entry exhibitor 
comes home with some prize, even 
if it’s only a ribbon. 

As noted, the premium book be- 
comes the bible of the fair, con- 
taining in it all pertinent informa- 
tion concerning exhibits such as 
judgings, dates, rules and regula- 
tions and health regulations. 


® The official program ties al 
tivities and special events together. 
At Indian Point, special e ts 
and features will include e 
shows, beauty pageants, sp 
men’s demonstrations, histofjcal 
exhibits, youth and civic festi¥als, 
police and fire demonstrati®ns, 
band contests, pie-eating cont@sts, 
song fests. children’s races @nd 
dozens of similar activities. 
Advertising is sold in the 
gram at $100 per page. Muffay 
Director Associates, a Pittera Mdi- 
vision, serves as a space sales f 
and functions as advertising a - 


y. 
With the groundwork now gid, 
another important Pittera funcfion 
moves into the spotlight—prc 
(Continued on Page 65) 


New Purchasing Chief 


William H. Old has been appointed 
director of purchasing for The Bab- 
cock & Wileox Company, New York, 
manufacturers of boilers, tubular prod- 
ucts and refractory items. Mr. Old is 
one of the 430,540 regular readers of 
The Wall Street Journal. 

As purchasing director, Mr. Old will 
function on the president's staff and 
will work with divisional manage- 
ments and their buying departments. 
The influence he will exert is typicai 
of the impact directed by Wall Street 
Journal readers on company planning, 
buying, production and selling opera- 
tions. 

$30,000,000 Program 

With advertisers increasingly recog- 
nizing that the quick route to sales is 
through decision-making executives, 
The Wall Street Journal has shown a 
193% linage increase in 10 years. The 


sells 
goods 
10, 650,000 


Babeock & Wileox Company is an ex- 
jample of the buying potential which 
advertising in The Journal is aimed at. 
Since World War II, the company has 
|made an investment of $30,000,000 in 
| expanding existing facilities and build- 
| ing new plants. 

| (ADVERTISEMENT) 
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MORE LOCAL 
-aapatgenende LINAGE 


‘Only the Courier delivers lowa's richest Agricultural and Monufac- 
turing area. Contact our " i or write today 


repr 


— WATERLOO, 1OWA 


Story, Books & Finley Nohono! Advertang Representoteres 


Cowies Magazines Adopts 
‘Multiple Management’ 
A “multiple management” 


plan 
—described as “a democratic form 
of government for business”—has 
been set up by Cowles Magazines, 


New York. Dick Elliott. manager 
of advertisers’ services for Look, 
is chairman of the plans & opera- 
tions committee (the multiple 
management group). 

The committee has responsibility 
for recommending changes in Look 
and Quick operations, from manu- 
facturing to advertising. 


Appoints McCann-Erickson 


The New Mexico State Tourist 
Bureau has appointed the Los An- 
geles office of McCann-Erickson 
to handle its advertising, effective 
January, 1953. The account, which 
uses magazines and newspapers, 
previously was handled by Adver- 
tising Council of New Mexico, Al- 
buquerque. 


Advertising Age, September 8, 


1952 


Wool Bureau Will Run Fashion Supplement 
in 300 or More Newspapers Next Fall 


San FRANcisco, Sept. 2—A min- 
imum of 300 newspapers will use 
a special six-page, eight-column 
editorial supplement reviewing fall 
styles in men’s clothing issued for 
the men’s wear _inter-industry 
council by the Wool Bureau. 

In addition, F. Eugene Acker- 
man, president of the bureau, told 
members of Men’s Apparel Clubs 
of America at their national con- 
vention last week, a sales promo- 
tion kit containing proofs of ad- 
vertisements, mailing pieces, sug- 
gested publicity and store displays 
has been mailed to 10,000 retail 
merchants. It is anticipated, Mr. 
Ackerman said, that more than 


1,000 stores will use this advertis-| 


ing mat service in their fall sell- 


wide circle represents 


Northern California coverage pattern of radio KNBC’s 


50,000 watt transmitter, non-dtrectional 


... while ——> 


/ 


this 


narrow elipse 


represents the coverage pattern of the other two dominant 


50,000 watt San Francisco stations, both directional 


this 


and ——>€-) tiny circle represents Northern 


California’s TV coverage. 


Now put them all together, and you get 


a complete and accurate picture of radio and TV coverage 


in the great Northern California markets 
—a coverage pattern like this 


KNBC’s wide circle coverage.. 


to its 50,000 watts.. 


.all combine to make... 


. plus KNBC’s 
low frequency (680 KC) which gives more “muscle” 


. plus KNBC’s program popularity 


KNBC in San Francisco 


the No. 1 Advertisin 


in the thriving markets 0 
Northern California 


Represented by NBC Spot Sales. In the Southern States, represented 
by Bomar Lowrance and Associates, Inc., Charlotte, North Carolina. 


Medium 


ing campaigns. 

The program, he said, is the most 
complete job ever undertaken by 
the industry. 


® Reviewing the beginning of the 
men’s wear inter-industry council 
last spring, Mr. Ackerman pointed 
out that it brought together in one 
group under the Wool Bureau such 
diverse elements as American Knit 
Handwear Assn.; Associated Pants 
Mfrs. of America; Clothing Mfrs. 
Assn.; Hat Research Foundation; 
Men’s Tie Foundation; National 
Assn. of Apparel Clubs; National 
Assn. of Retail Clothiers & Fur- 
nishers; National Assn. of Shirt. 
Pajama & Sportswear Manufactur- 
ers; National Knitted Outerwear 
Assn.; National Outwear & Sports- 
wear Assn.; National Retail Dry 
Goods Assn.; National Shoe Retail- 
/ers Assn.; Boys’ Apparel & Acces- 
|sories Manufacturers Assn., and 
| Boys’ Apparel Buyers’ Assn. 

“In our first joint effort in the 
| Spring of 1952,” Mr. Ackerman 
| said, “we prepared and distributea 
to 1,772 newspapers a series of 
| advertising layouts, art and copy. 
In addition, we sent out a series 
of news releases, radio scripts, and 
pictorial layouts. We had a 30% 
response from newspapers, includ- 
ing some of the best known in the 
country. 


8 “A total of 531 newspapers wrote, 
telephoned, or wired for the mats 
of the ads. Thirty-two newspapers 
used the complete supplement we 
had prepared. Those newspapers 
had a combined circulation of 6,- 
225,000. At least 1,000 retail mer- 
chants used our advertising lay- 
outs in whole or in part. Tear 
sheets returned to us represented 
at space rates more than $100,000. 
Those sheets represent only a part 
of the actual space used.” 

Commenting on the fall clothing 

outlook, Mr. Ackerman said that 
the tighter buying of the past year 
was only temporary, and that the 
clothing industry could look for- 
ward with “normal eptimism” to 
the year ahead. 

He urged retailers to redouble 
| their merchandising efforts. “Give 
|customers reasons for buying,” he 
said. “Stimulate them to a new 
| outlook. Offer them new merchan- 
| dise. Take advantage of the oppor- 
| tunities being created by the inter- 
industry council.” 


| Oakland Reappoints Agency 

| The Metropolitan Oakland Area, 
|engaged in community promotion, 
has reappointed Ryder & Ingram, 
Oakland, to handle advertising for 
|the next three-year period. The 
agency has served this account 
continuously since 1944. Immediate 
plans call for a magazine campaign 
using Business Week, Fortune, Na- 
tion's Business and U.S. News & 
World Report. Plans also call for 
an expanded schedule on televi- 
sion, which was tested last year 


with a good response. 


P.O.P. Displays Formed 


A new company, P.O.P. Displays 
Inc., has been formed with offices 
at 280 Ninth Ave., New York 1. 
William E. Kasser, president, and 
Elliott R. Loew, secretary, were 
formerly with Merit Displays Co. 


Fg | NATIONAL 
Seer DISTRIBUTION 


_ Fast, Easy, Low in Cost! 


Today's soaring sales costs call for your careful 


State distribution quickly and at 

low cost for many of America’s multi- million 
dollar industries . . . and hundreds of smaller 
firms. If your product or line can be sold by 
personal demonstration, we invite you to secure 
® frank, experienced appraisal your possi- 
bilities and future in the direct-to-consumer 
selling field. There is no cost or obligation to 
you. Write today in detail. 

OPPORTUNITY MAGAZINE 
Dept. A-135, 28 E. Jackson Blvd., Chicago 4, Il. 
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CHICAGO'S 1952 ADVERTISING WORKSHOP 


PRESENTED BY THE CHICAGO FEDERATED ADVERTISING CLUB AND THE WOMEN’S ADVERTISING CLUB OF CHICAGO 


Participated in directly or indirectly by advertising clubs affiliated with C.F.A.C.: Advertising Agency Production Men's Club, Advertis- 
ing Typographers Ass'n of America (Ill. Group), American Ass'n of Advertising Agencies (Central Council), Art Directors Club of Chicago, 
Chicago Business Publications Ass'n, Chicago Industrial Advertisers Ass'n, Chicago Radio Management Club, Chicago Television Council, 
Direct Mail Club of Chicago, Mail Advertising Service Ass'n and t.f. Club. 


Practical, down-to-earth clinics on eight vital phases of advertising 


under the direction of 


outstanding authorities 


It's going to be a workshop in every sense of the word. Large lecture groups and lecture-type teaching will be held to a minimum. 
Instead, to encourage participation from every enrollee, to allow these sessions to be lively, creative and full of give and take, we 
arranged for small discussion groups with leaders to outline topics, direct the discussions along relevant lines, and to encourage in- 


dividual thinking! 


COPYWRITING 


7 Monday evening sessions, September 22—November 3. 


Starting with the psychological approach of knowing people, down 
to the practical and factual testing of copy. This series will prove 
valuable to anyone interested in or having to do with copy. 


MARKETS AND MARKETING 


7 Tuesday evening sessions, September 23—November 4. 


This will cover the five factors in marketjng— Market Research, 
Sales Program, Sales Tools, Training and Supervision and Sales 
Support with specific discussion in groups, of the three types of 
purchases— Reflex, Considered and Specified. 


ART AND LAYOUT 


7 Wednesday evenings, September 24—November 5. 


Functions of Art in Advertising—Layout and Art for Consumer 
Magazines— Business and Industrial Magazines— Newspapers— Lit- 
erature— Mail Order Catalogs. All sessions will be held in leading 
art studios, affording an opportunity to “get the feel” of these 
workshops and their facilities. 


TELEVISION 


7 Wednesday evenings, September 24—November 5. 


Some of the country’s pioneers in television have consented to “‘take 
down their hair” and tell all about the requirements for Directing, 
Producing, Continuity Writing, Commercial Writing, Film Require- 
ments and Time Buying. The Course will tie together the whole TV 
picture. All sessions will be held in Chicago TV Studios. 


ALL SESSIONS WILL START AT 6:30 P.M. 


INDUSTRIAL ADVERTISING 


7 Thursday evenings, September 25—November 6. 


Again the Workshop brings a specialized discussion of Industrial 
Advertising, covering such subjects as: The Problems of the Indus- 
trial Advertising Manager, The Problems of the Agency, Industrial 
Market Research, Industrial Copy, Design, and Business Papers. 


RADIO 


7 Thursday evenings, September 25—November 6. 


The program this year has been prepared to meet a demand for 
more instruction on the specialized requirements and opportunities 
encountered in this important medium. It covers Planning your 
National or Local Programs, Continuity Writing, Producing, Direct- 
ing and Research. All sessions will be held in radio stations. 


PRODUCTION 


7 Friday evenings, September 26—November 7. 


Typography —Engravings—Electrotyping — Printing. Three of these 
7 sessions will feature plant tours where typography, engravings, and 
electrotyping can be studied “‘in the making.’”’ This clinic under the 
direction of the Advertising Agency Production Men’s Club. 


DIRECT MAIL 


7 Friday evenings, September 26—November 7, 


How to Write Successful Direct Mail Copy—Direct Mail Planning 
—Color in Direct Mail Advertising —Tools of Direct Mail—Art and 
Layout —Industrial Direct Mail— Dealer Direct Mail—Catalog Sell- 
ing—Selling by Mail. These 7 vital sessions under the expert direc- 
tion of the Chicago Direct Mail Club and the Mail Advertising 
Service Association. 


EARN MORE — 


You are Invited to the Opening Meeting 
MONDAY, SEPTEMBER 15 


PLACE: Terrace Casino, Morrison Hotel TIME 6:30 PM 
This will be a panel discussion of a highly controversial question 


“WHAT ARE THE SOCIAL SCIENCES WORTH 
TO ADVERTISING?” 


MEYER KESTNBAUM, President of Hart Schaffner & Marx, will be moderator. 
Participants will be: . 
EDWARD H. WEISS, President, Weiss & Geller 

A. J. BREMNER, Vice President, Foote, Cone & Belding 

RICHARD D. CRISP, Research Director, Tatham-Laird, Inc. 

HELEN ROSS, Director of the Institute of Psycho-Analysis of Chicago 


ENROLLMENT FORM 


CFAC-WAC Advertising Workshop 
Room 1405, 139 N. Clark St., Chicago 2 


Please enroll me in the 1952 ADVERTISING WORKSHOP 


Name deel : detained a ee 


Company___ : sancligiakiaieeas 
Address___ 


Clinic(s)___ ‘ = ae a eee 
Tuition: $22.50 for one clinic. $5.00 for each additional clinic. 


Check Money Order for $_____ enclosed 


This Space Donated by COLLINS, MILLER & HUTCHINGS, INC. 
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Outboard Motor Sales 
Hit 350,000 Annually 


(Continued from Page 1) 
have had dealer orders for 60 to 
100% more motors this year if it 
had been possible to get enough 
material to make that many. 

Recent easing of material limita- 
tions may help the production pic- 


ture for 1953, 
but comes too 
late to heip this 
year, Mr. Webb 
said He ex- 
plained that 
about 70% of 
each year's out- 
board sales are 


made by July 1, 
and close to 90% 
by mid-Septem- 
ber 

This schedule, plus the unavoid- 
able lead time needed by a manu- 
facturing operation like Evinrude, 
which produces everything that 


W. J. Webb 


goes into its motors except spark) 


the trade in time to help 1952 vol-| 


plugs and electric wire, means that 
few additional motors can reach 


ume. 
, 


@ It has been said that the 3,000,-, 


people in the world today who 
n outboard motors can attribute 
development to a woman's | 
ving for ice cream. The story} 
bé@ars retelling, because it points| 
one of the basic appeals that 4 
being used by Evinrude to 
intain its sales position. | 
ne hot August day in 1906 Ole 
nrude, a young Milwaukee pat- 
maker, took his girl friend 
s Cary to a club picnic on an 
nd in one of the many lakes 
Milwaukee. When Bess re- 
ked, in the course of the hot 
rnoon, that a dish of ice cream 
Id taste very good, the en- 
red Ole hopped inte a boat and 
ed to the nearest ice cream 
or, two-and-a-half miles away. 
efore he finished the blistering 
nd trip pull, Ole had decided 
some one should develop a 
or that could be attached to a 
, and such a device began 
ake shape in his mind. Two 
s later, when he showed Bess, 
was now Mrs. Evinrude, his 
crude outboard motor her 
reaction was to say it looked 
Wke a coffee grinder. 


. | 
8 However, when a friend who 


borrowed the gadget for use on a 
fishing trip returned with orders 
for ten more of the motors, Bess 
quickly displayed the advertising 
and business acumen that was to 
make her widely known in years 
to come as the marketing half of 
the husband and wife business 
team of Ole and Bess Evinrude. 
The only previous outboard mo-| 
tor, a not too practical device 
called the Water-Porto that quick-| 
ly passed out of the picture, had} 
been advertised by its makers with 


POINT-OF-SALE 


& ; ‘ 


AND 


*Iuminated and 
non- illuminated 
types. 


DISPLAY.CO. 
NA-A24 West Peed! St 
4 watt a 


2, 


Serving manufacturers of brand-name 
products from coast to cast. 
Representatives in principal cities 


the slogan: “Don’t be afraid of it!” 

—probably an alltime low in nega- 

tive, non-confident advertising. 
Bess Evinrude chuckled when 

she saw this sales approach. Then 

she sat down at her kitchen table 

and wrote the first advertisement 

for the Evinrude motor: 

DON’T ROW! THROW THE OARS 

AWAY! 

USE THE EVINRUDE DETACH- 

ABLE ROW BOAT MOTOR! 


@ They put this ad in a monthly 
motor magazine. A few days after 
the magazine hit the stands, Ole 
came home with his hands full of 
inquiries and orders for the new 
motor. They induced a friend, 
Chris Meyer, to put up $5,000 capi- 
tal to start a company and Bess 
moved her typewriter out of the 


kitchen and into a new office,; 


taking charge of sales and adver- 
tising while Ole ran the plant. 

The Evinrude motor was a suc- 
cess from the start. A national ad- 
vertising campaign started in 1911 
pulled so many orders, and led 
to the establishment of so many 
new distributors and dealers, that 
in one day Bess hired six stenog- 
raphers and Ole took on 100 more 
men for the shop. 

Both the Evinrude motor and 
Evinrude sales and advertising 
have come a long way since that 
time. Yet such was the engineering 
genius of Ole Evinrude and the 
marketing skill of Bess that both 
today’s motors and today’s selling 
programs retain many of the basic 
principles the family team worked 
out in the very beginning. 


@ When Bess Evinrude’s health be- 
gan to fail in 1913, Ole sold, for 
$350,000, his share of the business 
that he had started with only his 
motor just a few years before. The 
Evinrude family set out on a pro- 
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Ole and Bess Evinrude 


tracted vacation, during which 
Bess recovered her health, but 
Ole’s mind was full of motor ideas 
and his fingers itched for his draw- 
ing board. 

By 1921 they were back in busi- 
ness with the new Elto motor—the 
name stood for Evinrude Light 
Twin Outboard. This radically im- 
proved two-cylinder motor rocked 
the outboard industry, which was 
by then highly competitive. 

This second success enabled Ole, 
with the help of S. F. Briggs, to 
merge Elto with his old Evinrude 
company and a third competitor, 


Lockwood-Ash, to form Outboard 
Motor Corp., which in_ turn, 
through the addition of Johnson 
Motors, became the present Out- 
board, Marine & Mfg. Co. 


@ One of Bess Evinrude’s first big 
marketing problems, and one that 
has beset all of the other firms that 
later entered the outboard busi- 
ness, was finding and setting up 
the right kind of dealers to handle 
the motors. Today, outboard mo- 
tors are sold by a wide variety of 
retail outlets, with the most suc- 
cessful dealers being found among 
marine supply, sporting goods de- 
partments, hardware and auto ac- 
cessory retailers. Average annual 
sales per outlet range from five 
or six to several hundred. 

As with other mechanical prod- 
ucts, ability to carry a stock of 
parts and give good repair service, 
plus interest in boating and motors, 
are prime elements in dealer suc- 
cess. 

Over the years Evinrude has 
tried both sales through distrib- 
utors and sales direct to the dealer. 
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(Above) The Prices turned an ugly duckling house into an 


attractive home. 


(Right) The house when the Prices moved on the farm. The 
story appears in the May tissue of SuccessrUL FARMING. 


13 is a lucky number! 


Just thirteen years ago, Donald Price, 
of Hebron, IL. bought a tired farm, with 
weeds running wild, deep in trash, the 
house unpainted, the barns and service 
buildings in a sad state. 

With optimism and hope, the Prices 
called their farm “Happy Acres” 
worked hard and intelligently to make 


have 


the name come true...rejuvenated the 
land, added herds, made the buildings 
modern, put in labor saving machinery 

loday “Happy Acres” is a significant 
success—and a symbol of what thirteen 
years of farm prosperity actually means 

not as an economic statistic, but in 
pride and pleasure, human happiness, 
raised living standards! 

The drab and dreary house has been 


translormed with picture windows on 
the sun porch, green window boxes, 
decorative hardware, entrance awnings, 
new furniture, a kid’s rumpus room, a 
modern kitchen supplied with all the 


appliances, patterned linoleum flooring 


chrome chairs and gadgets 

And the service building changes have 
been equally striking. The once bleak 
barns today could illustrate a catalog. 
The dairy barn was even reproduced 
in miniature as a children’s playhouse! 

The Prices are typical of hundreds of 
thousands of Heart states farmers who 


have used the thirteen most prosperous 


The Price children and the playhouse, 


a miniature of the cattle barn, 


years in the history of agriculture to 
attain a standard of living on a par with 
the better suburbs. 

These farm families are best reached 
by SuccessFuUL FARMING, concentrating 
a million of its 1,200,000 circulation 
in the fifteen Heart states, with the best 
land, crops, livestock,and machinery, the 
highest yields and annual incomes. SF 
subscribers’ earnings average easily 50% 
above the US farm average... represent 
one of the world’s best class markets. 

General media mostly miss this choice 
market. SuccessruL FARMING is needed 
for itsdeep penetration, wide readership, 
and influence based on a half century of 
service, to balance national advertising 
effort, get full national potential. For 
full facts on today’s best advertising 
opportunity, call the nearest SF office. 


Merepitn Pustisuinc Co., Des Moines, 
New York, Chicago, Detroit, Cleveland, 
Auanta, San Francisco, Los Angeles. 
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Recently it has swung strongly to- 
ward the latter plan an‘ has elimi- 
nated all but three unusually 
strong distributors. Mr. Webb says 
that ability to work more closely 
with the dealers on promotional 
activities has been the chief reason 
for the trend toward direct-to- 
the-dealer selling. 


® Another perennial problem of 
the outboard motor maker is find- 
ing buyers during the winter sea- 
son. Bess Evinrude met this by 
flooding the export /iouses with 
Evinrude literature, until one of 
the bigger companies decided to 
risk sending two of the motors for 
sale in Denmark. 

They were snapped up and an 
order sent back for six more. 
Within weeks, the company was 
deluged with orders for more 
than 9,000 motors and worries over 
slack season sales were a thing of 
the past. 

In the intervening years, Evin- 
rude has tried to even out the pro- 
duction curve through the manu- 
facture of a number of other 


EVINRUDE MOTOR CO. 
220 Lake Street, Milwaukee, U. S. A 


EARLY AD—This is one of the first ads run 
by Evinrude Motors (then Evinrude Motor 
Co.). It appeared about 1909. 


items, ranging from water pumps 
to lawn mowers and from bicycles 
to tools. Some of these were mod- 
erately successful, but all proved 
more trouble than they were 
worth and have been dropped. To- 
day Evinrude makes only out- 
boards on a year-round basis, but 
export business still helps to fill 
the off season gap, currently ac- 


the specialized magazines, and 
these publications still carry the 
bulk of the firm’s advertising. The 
first advertising appeal, that of re- 
lief from the labor of rowing, con- 
tinued as the principal Evinrude 
copy angle for many years and 
is still used at least by indirection. 

Other appeals, such as mechan- 
ical improvements, new models, 
testimonials and prestige building 
approaches, were tried later. In 
the 1920s outboard racing captured 
the public’s fancy and for a num- 
ber of years Evinrude, which pro- 
duced some of the fastest of the 
racing motors, used racing vic- 
tories as its basis for highly com- 
petitive advertising copy. 


® Trade surveys, however, showed 
that more than 80% of all motors 


with racing actually accounting for 


Cr. ry cu 
| less than 5% of the industry total. | of od Evinrede is currently running in out- 


Therefore, Evinrude, along with 
jother industry leaders, decided to 


tions with the majority of buyers 

This policy has been continued 
to the present, though technical 
advances such as better appear- 
ance, lighter weight per horse- 
power, the gear shift and neutral 
clutch and the separate large capa- 
city gas tank get their share of 
space. 


® Evinrude’s advertising and pro- 
motion budget is set up as a def- 
inite percentage of gross sales, and 
was recently increased, in spite of 
material limitations. Actual figures 
are not made public, but Mr. 
Webb said he believes Evinrude’s 
budget, which is known to have 


approached the $500,000 level sev~ 


RRENT AD—This is a sample of the type 


door and sports magazines. 


counting for 8 to 10% of annual shift the emphasis in its advertis- low-cost operation, dependability, 
ing from racing speed to such good trolling and ease of opera- 
Evinrude advertising started in' points as ease of starting, long life, tion, which are major considera-| consumers who have previously 


volume. 


Today the Price farm buildings ave good looking as well as practical! Painted white with green trim, they house 


a herd of 7o cattle, 45 milk cows. A feed-handling system and new equipment reduce work and costs 


The old barn when the Prices took over thirteen years ago. 


Other service buildings were run down, in need of repair. 


The outdoor furniture and big umbrella on the well kept 
lawn, where the Prices relax in Summer, 


miniature of the barn is the children’s playhouse. 


eral years ago, is well above the 
average for the outboard indus- 
try, as well as for most other lines 
in the outdoor equipment field. 
Trade studies show that nearly 
60% of the current annual indus- 
try volume—-which even under 
material limitations is about 300,- 
000 motors selling for approxi- 
mately $67,500,000—is bought by 


| owned one or more outboards. 

8 Because of this, Evinrude uses 
\limited space in general maga- 
‘zines like Collier’s and The Sat- 
urday Evening Post, but concen- 
/trates the bulk of its budget in 
color pages in the yachting and 
|boating and outdoor magazines 
and in such specialized media as 
the men’s magazines and the §ci 
lence and mechanics publica 
/that have proved themselv 

| fertile field for outboard : 

| advertising. 

| To reach the growing lis 

| commercial users of outboard 
|whom there now are some } 
/000 in this country, Evinrude 

| vertises regularly in a list of 
|mercial fishery, lumbering, 
|struction and engineering m 

| zines. 

| Evinrude dealers are sup 

|by the factory with interior 
exterior identification signs, 
'erous supplies of sales and di 


| mail literature and sales aids 


as demonstration racks and ta 


} 


's Sales leads resulting from 


| 


| 
j 


| 
| 
| 


| 
} 
| 
| 


| 
| 


The milkhouse and dairy barn show the contrast. The 


The new modern kitchen. Labor-saving appliances and 
step-saving layout lightens labor, gives more leisure. 


tory consumer advertising, 
rently coming in at a rate of 
proximately 50,000 per year, 
answered by the factory 
passed along to the nearest de 
Accurate figures are not a 
able, but there is evidence that a 
substantial percentage of such in- 


It’s a 
mighty smooth 
selling blend, 
we d say, 
J. BAXTER GARDNER 


. . .Speaking of a famous adver- 
tising campaign for a famous 
product and of the leading 
newspaper in America’s 15th 
largest market. This smooth 
selling combination—as you 
probably guessed at the outset 
—is your own Hunter cam- 
paign and the Cincinnati 
Times-Star. Reasons for our 
conclusion about the selling 
ability of this blend: (1) Hun- 
ter’s year-after-year high-rank- 
ing sales among blended whis- 
keys; (2) Hunter’s year-after- 
year reliance on Times-Star ad- 
vertising. Our thanks, Mr. Gard- 
ner, for sending your Cincin- 
nati newspaper advertising to 
the Times-Star. 
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quiries are converted into sales 
by the dealers to whom they are 
referred. e 

Evinrude also uses 16mm films 
to promote its outboards. The com- 
Pel eee pany has 13 different films, most 
de of thern in color, covering fishing, 
Be eee. boating, water skiing or any other 
Adel sport in which an Evinrude motor 
might come in handy. These films 
are made available to Rotary clubs 


and local sporting groups and are 
seen by approximately 250,000 
people every year, Evinrude esti- 
mates. : 

The company’s 1953 advertising 
plans have not yet been finalized, 
but Mr. Webb indicated that next 
year’s activities will be generally 
along the same lines and at a level 
at least as high as during 1952. 

The firm's advertising agency is 


Cramer-Krasselt, Milwaukee. Ev-| 


inrude also carries on an exten- 
sive public relations program 
through the Philip Lesly Co., Chi- 
cago. 


® Industry sources estimate that 
there are currently about 3,000,000 
outboard motors in use, powering 
a wide variety of boats from 
canoes, small rowboats and din- 


Refresh your taste - chew 
JUICY FRUIT gum. You'll 
really enjoy this completely 
different, delicious flavor. \ 


4 yqer Fatt 
hae 


Repetition like rain 


Wrigley car card advertising 
for over 45 years has never 
let up. Copy, changing with 
the seasons, rains down on 
mass transit audiences, pene- 
trating to the roots. Car card 
advertising in Albany, Sche- 
nectady and Troy is sold and 
serviced by: 


American Transit 
Advertising, Inc. of N. Y. 


40 Howard Street 
Albany 7, New York 


ghys to 18- and 20-foot cabin 
cruisers with sleeping accomoda- 
tions for two or more. 

Sales did not reach 25,000 an- 
nually until 1925 and had mounted 
to 130,000 and 170,000 in 1940 and 
1941, the immediate pre-war years. 
No civilian motors were produced 
from 1942 to 1945, the factories 
being busy with war work and 
turning out the big outboards that 
powered thousands of landing 
craft and ferried our assault troops 
across the Rhine and the Moselle. 


® Production was resumed in 1945 
and the accumulated demand of 
the war years swelled sales to 
625,000 in 1946 and 500,000 in 
1947. By the end of that year much 
of the demand stimulated by the 
wartime hiatus had been met and 
sales leveled off at approximately 
350,000 annually in 1949 and 1950. 
Material limitations cut this to 
about 300,000 in 1951. 

There are nine major and sev- 
eral minor manufacturers of out- 


board motors, of which the best 


is on medicine 


Sell the Doctor 
when his mind 


“Doctor, can I interest you in 
our new penicillin?”’ 


Come what may, when the Doctor reads MopERN MepiciNE, his mind 
is on medicine. Reading this concentration of material repays him 


with information that he can apply in his daily practice. It is the 


only publication that brings all doctors a complete and easy-to-read 


review of all the latest medical developments—24 times a year. 


MODERN MEDICINE creates an editorial atmosphere that’s right 


and proper for your advertising story. That’s why MODERN MEDICINE 


is today the basic advertising medium of most 


of the largest pharmaceutical manufacturers in America. 


Sell the Doctor when his mind is on medicine. 


MODERN €} MEDICINE 


THE JOURNAL OF DIAGNOSIS AND TREATMENT 


84 So.Tenth Street, Minneapolis 3, Minn. 
New York + Chicago - Los Angeles 
San Francisco 
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known are Evinrude, Johnson, 
Mercury, Martin, Scott-Atwater, 
Champion, Lauson, Flambeau and 
Chris-Craft. In addition, about 
30% are sold under various pri- 
vate labels, chiefly by the big mail 
order houses and tire-auto-acces- 
sory chains. 


s There are some in the outboard 
industry who, basing their esti- 
mates on a correlation between 
past sales and government figures 
on consumers’ disposable income, 
look for the market for outboards 
to level off at about the 350,000 
figure. Evinrude does not share 
this thinking. 

Mr. Webb and other Evinrude 
officials think that the combina- 
tion of increasing population, 
higher income and more leisure 
time for more people every year, 
new uses for outboards and more 
good boating water resulting from 
flood control and drainage proj- 
ects, adds up to a continually ex- 
panding market for outboard mo- 
tors. 

Mr. Webb asserts that the new 
Evinrude motors are lighter, 
easier to start and handle, more 
dependable and adapted to more 
uses—all of which is broadening 
their appeal beyond the fisherman 
market. 


# As examples he points to the 
increased popularity of family rec- 
reational boating, as distinct from 
fishing; the larger numbers of 
women and children who now use 
outboards; the growing use of the 
larger outboard motors for water 
skiing, and particularly to the in- 
crease of interest in outboard 
cruising. 

Another factor seen by Evinrude 
as increasing the market for out- 
board motors is the growing ten- 
dency of outdoor enthusiasts to 
take a boat and motor with them 
wherever they go, using either an 
easily towed trailer or one of the 
new boats that are light enough to ‘ 
be carried on top of a car. 

Such uses account for the popu- 
larity, the company says, of the 
Evinrude Lightwin, a full 3- § 
horsepower motor that weighs 
only 32 pounds, and the 7%- 
horsepower Fleetwin that has be- / 
come the fisherman’s standard and 
the biggest selling single model in 
the firm’s history. 

Even those sportsmen who fly 
to their recreational spots can now 
take a motor with them, for the 
Lightwin falls within airline bag- 
gage weight limits, Mr. Webb 
says. 


BILLBOARDS 
THAT WALK, 
TALK 

AND SMILE... 


CONSTANTLY SELLING YOUR PRODUCT! 


© One Tie or Ten Thousand 

@ Four-in-Hands or Bows 

@ Beautiful Full-Color Reproductions 
Original Designs Trade Marks 
All-Over Patterns or Spot Ads 

A full range of colors, materials ond re- 

production processes (including hand 

painting, screen printing, application and 

discharge). 

All ties designed ond produced in our 
own plont, to meet your exact specifica- 
tions, to fit your porticular purse ond 
purpose. 

A COMPLETE PRICE RANGE 


Phone....Wire.... Write 
FOR FREE DESCRIPTIVE CIRCULAR 


QSARY sscsins 


Seles Promotion Media 


= MILWAUKEE AVE. CHICAGO 10, ILL. MONROE 6-7814 
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Time Publishing ‘Architectural Forum’ and 
‘House & Home’ as Two Separate Magazines 


New York, Sept. 4—House & 
Home and Architectural Forum 
will stop being editions of The 
Magazine of Building this month 
and become two separate maga- 
zines. 

The two publications have been 
sold in combination by Time Inc., 
publisher, as separate editions of 
The Magazine of Building. 

Each will have its own adver- 
tising sales force and individual 
rate cards—the rates being effec- 
tive with the January, 1953, is- 
sues. 

House & Home, which was get- 
ting $795 a b&w page on a guar- 
anteed average net paid of 60,- 
000, will go to $915 on the basis 


of an 80,000 guarantee. Architec- || 


tural Forum’s b&w page rate will 
remain at $785. 


® Richard N. Jones, who has been 
advertising manager for both 
books, has been named advertis- 
ing director of House & Home. 
George P. Shutt will continue as 
advertising director of Forum. 

Charles A. Simonson, formerly 
head of New York advertising sales 
for American Builder, has been 
named manager of the H&H New 
York sales staff. 

The separation move, according 
to P. I. Prentice, editor and pub- 
lisher of both magazines for Time 
Inc., “was made necessary by the 


What a heavenly spot, Mr. Hooper! 


WOODlanders (the prosperous inhabitants of greater Grand 
Rapids — the marketing center of Western Michigan) have 
three goed reasons for walking on clouds... 


© Most families own at least one car 
© Most families own at least one -house 
© Most families listen to one radio station 
That station, of course, is WOOD ... Grand Rapids’ only 


5000-watt station . . . where home-grown personalities, on 
locally produced shows, vie capably with network. 


Compare, for example, the lofty ratings of WOOD’s locally 
produced programs... with those of stations B, C, D and E. 
(Quoting chapter and verse by Dr. Hooper*) ... 


Monday - Friday 8:00 a.m. to 6:00 p.m. (average ratings) 


WwooD B Cc D E 
a5 pe 2.6 a7 2.3 
Monday - Friday 6:00 p.m. to 7:30 p.m. (average ratings) 
WOOD B Cc D E 


5.9 2.4 3.3 Daytime Only 


The sales results you get from programs like these are, quite 

naturally, supernatura:, And the low cost per thousand is 

positively out of this world, especially when you consider 

your bonus coverage of nine additional counties! 

Obviously, a heavenly spot, for spots —and programs, too! 
*—C. E. Hooper — Fall-Winter, ’51 - 52 


GRAND RAPIDS, MICHIGAN 
Grandwood Broadcasting Company 
H. M. Bitner, President H. M. Bitner, Jr., Vice President 
NBC — 5,000 Watts 


WEOA — Evansville, Ind. 
National Rep tatives: Katz Agency 


Richard Jones 


George Shutt 


tremendous advertising growth of 
the two publications.” House & 
Home was started last January. 

“There will be no other basic 
change in either magazine,” said 
Mr. Prentice. 


Spred Satin Mixes 
Easily, Glidden’s 
Fall Copy Stresses 


| CLEVELAND, Sept. 3—Glidden Co. 
| will conduct a fall campaign tell- 
|ing householders how easily they 
}ean mix and match Spred Satin 
paint. 

The firm’s Dramatone color sys- 
|tem, featured in nationwide copy 
‘and commercials, will explain the 
Glidden scheme of pairing and 
| blending 180 different colors, and 
enabling the homeowner to achieve 
| 4,800 color combinations through 
| the use of Spred Satin. 
| Five magazines—starting with 
|The Saturday Evening Post on 
| Sept. 6—will carry one or two full- 
color full-page Glidden advertise- 
'ments in the six-week campaign. 

The copy slogan, “You can put 
your finger on exactly the colors 
vou want in Spred Satin,” will be 
woven into the Kate Smith televi- 
sion show. Glidden is again spon- 
soring a 15-minute portion of the 
NBC-TV program. 


Direct Mail Volume Up 10% (\\K~ 


Direct Mail Advertising Assn., ff 
New York, reports that dollar vol- 
ume of direct mail advertising dur- 
ing the first seven months of 1952) 
was $665,604,964, representing a 
gain of more than 10% over the 
corresponding period of 1951. Dol- | 
lar volume for July was $88,664, | 
382, a gain of 12%% over July,| 
| 1951. 


PRESS 


CLIPPING 


and Magazines 


Edwards Agency Expands 
Edwards Agency, Los Angeles, 
is doubling the size of its present 
office facilities at 435 S. La Ci- 
enega Blvd., by taking over an. 
adjoining suite at its present loca- , 
tion. | 


Flaig Switches to WKRC-TV 

Herbert L. Flaig, TV time sales- 
man for WLW-TV, Cincinnati, has 
resigned to join WKRC-TV, Cin-| 
cinnati, in a sales capacity. 


if it's printed, 


from all Newspapers 


q 
BURRELLE'S PRESS CLIPPING BUREAU 
165 Church St., New York 7, N. Y. 


Burrelle's will clip it 


22 ee2r- 


For illustration, newspaper and 
magazine advertising will show | 
Kate Smith pointing to the Glidden 
Dramatone chart. 
| 
® The Spred Satin ads will appear | 
in Better Homes & Gardens, Coun-| 
try Gentleman and Life before the 
final campaign insertion in the 
November issue of Progressive | 
Farmer. 

Sunday newspaper supplements 
to be used include the Atlanta 
Journal & Constitution, Minnea- 
polis Tribune, New Orleans Times- 
Picayune-States, St. Paul Dispatch 
and Pioneer Press and the 11 
papers of the Pacific Coast Maga- 
| zine Group. 

To back up the campaign, Glid- 
den is supplying dealers with a 
| portfolio of displays and other ad- 
| vertising material. The agency is 
| Meldrum & Fewsmith. 


Grant, Ross Roy Appoint 
New Dodge Account Execs 


Frederic A. Kummer, formerly 
with Van Sant, Dugdale & Co., 
Baltimore, as copy chief and plans 
director, has joined the Detroit 
staff of Ross Roy Inc. where he 
wil! be advertising copy supervisor 
on the Dodge truck account. 

Victor E. Hollingshead, former- 
jly director of cooperative adver- 
|tising for the Dodge passenger 
| car account at Ruthrauff & Ryan, 
| has joined Grant Advertising, new | 
Dodge agency, in the same Ca-; 
| pacity. Leonard L. Herbert, also a 
| former R&R employe, will be his 
assistant on the account. 


Olian Agency Changes Name 


Olian Advertising Co. of Chi- 
|cago has changed its corporate 
name to Olian & Bronner to rep- 
resent Irwin A. Olian, president, 
and Maurice H. Bronner, execu- 
tive v.p. No change in the agency's 
financial structure has been made. 
Jerry Joss, an account executive, 
| has been named a v.p., and Nelson 
Fuqua, copy director, is also a v.p. 


Also WFBM- AM ond WFBM-TV — Indianapolis, Ind., WFDF — Flint, Mich. Marquardt Appoints Anderson 


Jack Anderson, recently re- 


turned from active duty with the 
Air Force, has joined Marquardt 
Aircraft Co., Van Nuys, Cal., as 
manager of public re.ations and 
advertising. 


WOODlanders (the prosperous folk of Grand Rapidg, 
Muskegon, Battle Creek, Kalamazoo and surrounding ter#- 
tory) find their hearts beat as one... when it comes 
watching WOOD-TV. 


According to Pulse*, WOODlanders palpitate — both to n 
work programs and to an unusual variety of local li 
programs — Monday, Tuesday and always. Or, mo 
specifically ... 


WOOD's 
Share of Audience 
Monday-Friday 10.a.m. - 12:00 90% 
12:00 - 6:00 p.m. 60% 
6:00 p.m. - 12:00 51% 
Saturday 10 a.m. - 12:00 85% 
12:00 - 6:00 p.m, 63% 
6:00 p.m. - 12:00 58% 
Sunday 12:00 - 6:00 p.m. 63% 
6:00 p.m. - 12:00 50% 


Incidentally, WOOD-TV offers you much more than affection. 
To wit: 

® 225,000 TV families 

® The only live TV facilities outside Detroit 

®' Michigan's largest outstate market 


Want to feel our Pulse? 


*— Survey of Grand Rapids, Battle Creek, Muskegon, 
Kalamazoo — February, ’52. 


GRAND RAPIDS, MICHIGAN 


Grandwood Broadcasting Company 
H. M. Bitner, President H. M. Bitner, Jr., Vice President 


Also WFBM-AM and WFBM-TVY — Indianapolis, Ind, WFDF — Flint, Mich. 


WEOA — Evansville, Ind. 
NBC — Basic; CBS, ABC, DuMONT — Supplementary 
National Rep tati Kotz Agency 
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801 Second Ave., 


MAGAZINE WANTED 


Well established magazine representative 
firm of high reputation is interested in se- 
curing national representation of a con- 
sumer medium which needs aggressive and 
intelligent exploitation. Might be interested 
in acquiring financial interest. All corre- 


spondence will be held strictly confidential. 


Box 249 
Advertising Age 


New York 17, N. Y. 


Information for Advertisers 


lines (maximum—two) 30 letters and 


FS AA NE 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.75 per | 


Ad 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


spaces per line; upper & lower case 40 


HELP WANTED 

| UNUSUAL OPPORTUNITY 

| IN SMALL SEATTLE AGENCY 
Need versatile young man, good at copy, 
| layout, selling, to be assistant to the own- 
}er of small, successful, established food- 
| field agency. Must be energetic, exper- 
| tenced, hard worker. Salary, plus sizable 
|share of profits, plus chance to become 
partner in future. One of the best oppor- 
tunities in advertising for right man. For 
| details write to: The Taskett Agency, 
Terminal Sales Building, Seattle 1, Wash- 
ingon. 


BARNARD 
A service for employers and applicants 


ing. Office and professional. 
Central 6-3178 176 W. Adams Street 


in the fields of advertising and publish- | 


MARKET RESEARCH FIELD MANAGER. 
To plan and direct development and activ- 


zation. State full qualifications and ex- 
pected salary. BOX 5257, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, Ill. 


MARKET RESEARCH TRAVELING SU- 
PERVISORS. To recruit, train and super- 
vise field personnel, and to conduct own 
depth interviews. State full qualifica- 
tions and expected salary. 

BOX 5258, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, IL 


ities of nationwide consumer field organi- | 


NEW YORK AGENCY 

Woman account executive trained in pub- 
lic relations work, advertising and contact. 
Willing to move to New York. State in 
complete confidence, experience, salary, 
etc. BOX 5256, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


No. 4440. Reaching the Negro Mar- 
ket 
“Circulation and Cost Compari- 
n, Negro Newspapers anc Maga- 
1es” is a new study offered by 
Jet Magazine which is designed, 
fecording to the foreword, “To 


ovide at a glance, a picture of the | 


er-all circulation pattern as it 
ects a specific problem; to serve 
a reliable index in the evalua- 
n of media and the economical 
rchase of space; to point up a 
nd, apparently indicative of a 
ic change, in readership habits 
media loyalty.” 


4441. Liquor in Los Angeles. 
rom the Los Angeles Herald- 
wwess comes a new bulletin in 
ir continuing trade characteris- 
series—“Analysis 1951 South- 

California Distilled Spirits 
rket.’ Showing how 
np payments by Southern Cali- 
iia liquor distributors increased 
r 17% in the period 1940-51, the 
iy breaks down sales by month 
by brand for last year 


| 4442. Esquire Studies its Read- 

ers 

“Home Ownership” is a new 
economic study offered by Es- 
quire which shows that the read- 
ers of that publication can afford 
to, and do live well. Home owner- 
ship and the value of the homes 
is well above average—though 
most of them, the study shows, are 


of the pre-Pearl Harbor vintage, 
and are thus prime markets for 
replacement and redecoration. In- 


teresting facts about new home 
building intentions are also un- 
covered 
No. 4443. Farm Building in the 
South 
Latest available figures on farm 
home and service buildings con- 
struction, improvements and re- 
pairs, with detailed breakdowns on 
size, type, and cost, are given in 


Note; Inquiries for the items listed above will not be serviced beyond Oct. 20. 


USE COUPON TO OBTAIN INFORMATION | 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


—please print or type) 


COMPANY 


ADDRESS 


excise | 


Please send me the following (insert number of each item wanted 


“Farm Housing and Construction 
in the South”—a new study offered 
by The Progressive Farmer. The 
recent wave of rural prosperity in 
the South is reflected in the fact 
that the South leads all other re- 
gions of the nation in new farm 
house construction. 


No. 4436. Grocery Route List for 
Grand Rapids. 
“Route Guide to the Grocers” is 
a new offering by The Grand Rap- 
ids Press. It lists 356 independents, 
111 supermarkets, 17 corporate 
chain outlets, 14 meat markets, and 


9 various food stores. A new fea-| 


ture is a code system showing what 
stores are groceries only, which 
handle only meats, which are bak- 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS-PLACEMENTS 
209 S. State St Ha 7-2063 Chicago 
FEATURE EDITOR spot open on fast- 
growing national magazine, well over one- 
half million circulation. Must have easy, 


struction and engine operation, and show 
some training or experience in this field. 
Aside from this, can be a normal, ambi- 
tious feature editor, who likes to prepare 
general interest and hobby-success stories 
and dig out those elusive facts that make 
a good story better. Chicago area. 

BOX 5271, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 

FRED J. MASTERSON 

ADVERTISING—PU BLISHING 


PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


| FAST GROWING NATIONAL MAGAZINE 
| located in Chicago needs wide-awake pro- 
duction manager. Knowleege of graphic 
arts and ability to work with outside 
sources essential. Send resume, salary re- 
quirements to - BOX 5272, ADVERTISIN: 

AGE, 200 E. Illinois St., Chicago 11, Ill. 


accurate familiarity with automotive con- | 


' 
| 
|. 200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED | 
AVAILABLE SEPTEMBER &th 
Salesman with outstanding background in | 
selling and merchandising in the drug 
and cosmetics field. Experience with trade | 
papers and consumer papers specializing | 
in all these important fields. Can furnish | 
top references - this experience could | 
prove of an incalculable value to an agen- | 

cy or also in the newspaper field. 

BOX 5259, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 

EDUCATION/EXPERIENCE AVAILABLE 
| For productive, satisfying employment. 
Radio (sales & program); adv. (Whse. & 
retails: newsp. & radio); pr (Govt. & 
industry); Personal & public contact. Col- 
lege degree & honors in journ. 33 yr. old 
family man ambitious to utilize fully this 
background. References, details from 
Box 5265, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
ART DIRECTOR OR ASS'T 
Present successful A.D. wants opport. to 
join larger agency with more potential 
| Creative thinking and layout that SELLS 
the copy, the product, the client. Thorough 
production know-how. Cent. east indus- 
trial area pref'd. Age 28, family. 

BOX 5263, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 

ADVERTISING PRODUCTION MAN 
19 years newspaper, magazine, and catalog 
experience. All phases graphic arts plus 
scheduling and traffic. 39 years old, mar- 
ried. $5,200 minimum. Will relocate. 

BOX 5268, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
EXPERIENCED, 30 year-old ad man... 
looking for opportunity as A.E. or Asst. 
A.E. on food account(s) in top flight agen- 
cy. Will submit detailed resume’ of experi- 
ence to interested parties. 

BOX 5266, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Tl. 
ARTIST, ART DIRECTOR - nine years 
experience with studio and publishing 
background. Handle work from layout to 
finish. Prefer agency or manufacturer. 
Presently employed 

Box 5273, ADVERTISING AGE, 


vertising Age, September 8, 1952 


Names David VanSluyters 
David E. VanSluyters, formerly 
with Rapids-Standard Co., Grand 
Rapids, Mich., has been named ad- 
vertising manager of Leonard Re- 


| fineries Inc., Alma, Mich. 


column inch. Regular card discounts, size and frequency, apply on display. | Joins Grant & Wadsworth 


Richard Campbell, formerly with 
Erwin, Wasey & Co., New York, 
has joined the production depart- 
ment of Grant & Wadsworth, New 
York. 


ALL AROUND 
PROMOTION MAN 


We are seeking a well- 
qualified Promotion 
Man for one of our cli- 
ents, a well-known pub- 
lication located in Chi- 
cago. 

A man who can write 
strong selling copy, vis- 
ualize and direct art and 
layout, and develop 
forceful presentation 
material. Retail expe- 
rience necessary. The 
salary is open. 

Please detail your 
qualifications and ex- 
perience in a letter so 
that an appointment 
can be arranged. 


GEORGE F. FLOREY, INC. 
Advertising 
135 South LaSalle Street 
Chicago 3, Illinois 


| PUBLICATION OR AGENCY PRODUC- 
TION position desired by competent, 


adaptable man with 10 years of solid all- 
around printing production and purchas- | 
ing experience-Trained in layout, letter- 
| ing and keylining. Some free-lancing 
BOX 5274, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il | 


4A AGENCY ART DIRECTOR | 
Creative visualizer, ad builder. Good art, 
typography and national art buying back- 
ground. Seeks challenging position to ex- 
pand these qualifications 

BOX 5260, ADVERTISING AGE, | 

200 E. Illinois St., Chicago 11, Il. 


ies . 7 FARM PUBLICATION with headquarters 
eries, etc., supermarkets, frozen in Chicago, has an opportunity for a 
food outlets, those which handle} young man having agricultural back- 
; fos " ‘ -| ground and a desire to get into adver- 
toiletries, etc. Right hand pages tising sales. Salary plus bonus. Write 
are left blank for memoranda. | fully, giving age, schooling, experience, etc. 


Available phone numbers are also 
listed. 


No. 4438. Announcement of New 
Paper in Appliance Manufac- 
turing. 

“Opening Prospectus” is a new 
outline offered by the recently- 
announced Appliance Manufactur- 
er, which will be circulated to the 
buying factors among makers of 
air conditioners, broilers, electric 
clocks, dishwashers, home freezers, 
stoves, waffle irons, etc. Briefly— 
“editorial service to appliance 
manufacturers will focus attention 
upon solving their common prob- 
lems, and act as an effective clear- 
ing house of the latest develop- 
ments in all pertinent fields.” 


No. 4429. Study of Canadian Mar- 
ket. 
Canadian Home Journal offers 


“The 1952 Characteristic Survey of | 
Subscriber Families,” covering} 
auto ownership, economic classi-| 
fication, electrical equipment, oc-| 
cupation, home ownership, marital 
status, schooling, renovations and | 
decorations, and much more. | 


| 
| 


BOX 5270, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


MOLENE 
PERSONNEL SERVICE 
Copywriters 
Editorial Artists 

Promotional 

BANKERS BLDG. ANDOVER 3 4424 
POSITIONS WANTED 

ADV. SPACE SALES 

Top producer leading bus. publication 
desires new challenge. Well acquainted 
bldg. material mfgs. and agencies midwest 
area. I will produce sales results 

BOX 5261, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, ILL. 
DMAA ART AWARD WINNER will design 
your direct mail, artwork on free-laace 
basis. 48 hour service 

BOX 5262, ADVERTISING AGE, 

200 E. Illinois St.. Chicago 11, Ill. 


ADVERTISING MANAGER 
For Mail Order Department of world’s 
largest photo finishers. Production ex- 
perience desirable. Excellent opportu- 
nity for right person. Salary commen- 
surate with ability. THE FOX COM- 
PANY, 1734 Broadway, San Antonio, 
exas. 


REPRESENTATIVES AVAILABLE 
Can give complete top level representation 
and 50% time to first-line publication in 
trade or professional fields 

BOX 5264, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


TRADE PAPER 
REPRESENTATION 

| in Los Angeles, San Francisco, Dallas and 
Detroit. Our men operate from these key | 
cities and can cover the entire United 
States on your behalf. If you are inter- 
ested in a strictly commission deal write | 
and tell us about your paper and will ar- 
range an early interview. 

BOX 5267, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


RADIO-TV 
WRITER 
PRODUCER 
5 years experience as sen- 
ior AM-TV writer with 
Midwest agency billing 
over $2,000,000 in radio 
and television. Back- 
ground includes gasoline, 

beer, food, ete. 


Can initiate, write and 
follow through on pro- 
duction of ET’S, film and 
live commercials. 


Circumstances make it 


PUBLISHERS’ 


| zine. Established in north central 


persistent and 

for revenue advertising schedules. 
BOX 5269, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVE will 
be AVAILABLE for business paper—farm 
—educational—consumer or trade maga- | 
states | 
but can adjust territory and assume re- | 
sponsibilities to meet your requirements. | 
This is a profitable opportunity to secure 
consistent sales attention 


necessary to locate in 
Chicago. 

Write BOX 251 
ADVERTISING AGE 
200 E. Illinois Street 

Chieago 11, Ill. 


| 


MISCELLANEOUS 


OFFSET CUTOUTS. Promotional heading, 
illustrations, cartoons symbols, borders, 
panels, holiday art type fonts, decoration, 
for offset reproduction. Most complete 
service in U. S. Free descriptive booklet. 
A. A. Archbold, Publisher, 1209-B S. Lake 
St., Los Angeles 6, California 


common sense. Although he’s no 
superficial. He knows his business 


ships. 
AVAILABLE on one month’s notice, 


VERSATILE AGENCY MAN 


THERE'S A YOUNG MAN of 42 in New York City who has a rare 25-year 
background of thorough and practical training in almost every phase 
of advertising, including copy, layout, production, contact and admin- 
istration. He's creative and merchandising-minded, can stimulate 
plans board thinking, and combines sparkling ingenuity with solid 


HE'S LOOKING for the harassed president of a medium-sized agency 
whose big problem is to find a duplicate of himself—a conscientious, 
encyclopedic alter ego to coordinate all the varied activities that go 
on inside an agency—who'll operate the agency as economically and 
profitably as if it were his very own, while the boss devotes himself, 
as he knows he should, to over-all administration and client relation- 


welcome the opportunity of talking to a New York City agency 
owner, or an out-of-towner whose proposition is especially attractive. 
Box No. 252 
Advertising Age, 801 Second Ave., New York 17, N. Y. 


specialist, his experience is not 
as a competent adman should. 


this $15,000-a-year executive will 


| To a copywriter 
| who wants to be a 
COPYWRITER 


| 
| Our shop is the Chicago office of an 
agency within the “First 15.” We need 
|a man who likes to write, who thinks 
that copy is important, who looks upon 
writing as the ROCK, not merely as a 
stepping stone in the agency business. 


He will not, however, shrink from 
contact. Here he will have quite a bit 
of it, for we do not work by remote 
control. Yet he will not envy any ac- 
count man alive, because he’s proud to 
be a creative man—a copywriter. 


To such a man we offer a $7500 job, 
| with a future as bright as he cares to 
| make it. 
} : 
| He will not be regimented or pigeon- 
| holed. We are a “consumer” agency, 
but we also have a healthy volume of 
industrial business. Our man will be 
expected to apply creative imagination 
| to both kinds of advertising. He will 
have a friendly group to kick ideas 
and problems around with, compan- 
ionship along the way. 
| All our people know we're looking. 
Allreplies will be treated in confidence. 


BOX 248, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 
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The Old County Fair 
Is Now Big Business 


(Continued from Page 57) 
tion. This is handled by Eugene 
Aretsky, director of public rela- 
tions, and falls into three catego- 
ries: (1) advertising, (2) publicity 
and (3) establishing various con- 
tests and tie-in features with other 
media. 

Advertising for the fair will run 
in all Westchester papers, and 
leading metropolitan dailies, in- 
cluding the Jewish and Italian 
press. Magazine insertions include 
Cue, Park East, The New Yorker, 
and possibly TV Guide. 

In the Westchester papers the 
campaign begins with 224-line in- 
sertions, works up to a page and 
down again to a 196-line insertion 
while the fair is on. Metropolitan 
dailies are carrying 56-line inser- 
tions throughout. 


® Publicity and tie-ins run the 
usual gamut, including press re- 
leases, radio and TV interviews, 
cooperation with Indian Point 


Park, normally a recreation and’ 


amusement area, contact with club 
organizations which are participat- 
ing in ticket sales at a pro-rated 
profit, a Harvest Queen contest 
and package deals with bus lines, 
railroads and the Hudson River 
Day Lines, which docks right at 
the park. 


“If we don’t open up those doors | 


at a profit or break-even point, 
we've fallen down somewhere,” 
Mr. Pittera points out. Properly 
organized, the income from all 
space sales should sustain the show 
and the gate should make the prof- 
it. 

“A very conservative estimate” 
sets attendance for the Westchester 
County Fair at 250,000 (60¢ for 
adults, 25¢ for children). Consid- 


Exclusive Franchises For Sale 

Exclusive Franchises in key cities 
throughout the country by leading 
national sampling service in special- 
ized field. 

Ideal opportunity for individual 
to become part of established na- 
tional organization serving the larg- 
est advertisers in the country. 


N inal 


1 required. 
Write including complete resume 


and area interested in. 


Box No. 250, Advertising Age 
801 Second Ave., New York 17, N. Y. 


ering the time and effort going 
into this $350,000 proposition, not 
too many people will be surprised 
if the goal is exceeded by far. 

The operation must keep within 
budget boundaries if the opening 
day goal is to be achieved. “Every 
phase of the bi,dget is pro-rated. 
If you deviate from one, you’ve got 
to take from another,” Mr. Pittera 
said. 


s The way Fred Pittera got into 
fair promotion makes an interest- 
ing story. After the war he became 
East Coast manager for the Rocket 
Aircraft Corp. As such, his job was 
to put on air shows featuring the 
company’s Johnson rocket. 

Later, he got some Air Force 
cronies together and they decided 
to barnstorm the country putting 
on air shows, but they couldn’t 
make any money. 

“We found everybody would 
come down to the airfield and park 
their cars on the highway. There 
was no gate that way,” he remem- 
bers ruefully. 

The group decided to set up an 
exposition along with the air show, 
to draw people inside. “We found 
we could make more money by) 
putting on expositions than by| 
risking our necks in the air.” 


s Mr. Pittera began to devote more | 
and more time to expositions. In 
1946 he worked on the National 
Aviation Show in Grand Central 
Palace and subsequently the Dal-| 
las Industrial Exposition, Texas} 
State Fair, Stamford Exposition of 
Progress, this year’s International 
Motor Sports Show, and others. 

A son of Joseph Pittera, one-| 
time silent screen star, he’s been| 
signed to direct the movie indus-| 
try’s National Motion Pictures Ex- 
position for 1953 in New York, 
and is already at work on it. 


Ballentine to Hayhurst | 

George Ballentine & Son, Glas- | 
gow. Scotland, has appointed F. H. | 
Hayhurst Co., Toronto, to direct) 
Canadian advertising for Ballen- 
tine’s Scotch whisky. 


Torgerson Joins B&B 

Kenneth Torgerson, formerly 
with Knox Reeves Advertising, 
Minneapolis, has joined Benton & 
Bowles, New York, as a media 
supervisor. 


GROCERY 


of El Paso. 


An Independent Newspa 
“ Morning and Sunday a 


NOW READY—1952 EDITION 
DISTRIBUTION SURVEY 


A check of 72 classifications in 50 grocery stores in the city 


TO CHECK YOUR DISTRIBUTION 


Write General Advertising Department, Newspaper Print- 
ing Corporation, El Paso, Texas. 


FOR YOUR FREE COPY 


The El Pasn Times El Paso Herald-Post 


PRODUCT 


A Scripps-Howard Newspaper 
Evening 


What do you sell for remodeling? 


q | 1. 
5s 


HOME 
LAUNDRIES? 


SEE THE FACTS ABOUT THE 


BAY CITY STORY inthis issue of sévortisae Age 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 


TO GREATER MODERNIZATION SALES. RESERVE SPACE NOW! 


ON THE 2 BIG AUTOMOTIVE MARKETS 


FACTORY READERSHIP 


A new independent survey among 
top executives in automotive facto- 
ries shows that Automotive News 
is first in both readership and prefer- 
ence. Of the key men with car and 
truck manufacturers, 80°, read it; 
more executives prefer it — 4!/, 
times over any other trade publica- 
tion. Automotive News gets to 
the top—to the men who make the 
decisions in America's No. | industry. 
The largest editorial staff of any 
automotive publication gathers the 
material that makes it must reading. 


Contact your Automotive News representative. He'll be glad to 
show how you can boost your sales through the two key automo- 


tive markets. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 


PENOBSCOT BUILDING 


REPRESENTATIVES 
New York — Edward Kruspok, Advertising Manager, 51 E. 42nd St.. Murray Hill 7-6871 
Chi — J. Goldstein, Western Manager, 360 N. Michigen Ave., Stete 2-6273 
Les Angeles —®. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg.. Woodward 3-0495 


7 


DEALER VOLUME 


Today the car dealer market is big- 
ger than ever. A new independent 
survey reveals such facts as: 96.8°/, 
of all car dealers sell batteries . . . 
92.4%, sell carburetors . . . 82°/, do 
bump and paint work. The car dealer 
sells a great variety of automotive 
products, performs many services, 
and owns vast equipment. He is a 
key man in the distribution of your 
product. More car dealers — more 
than 28,000—subscribe to Automo- 
tive News than any other automo- 
tive publication. 


DETROIT 26, MICHIGAN 
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Dolcin Will Expand 
into Pharmaceutical 


and Cosmetics Lines 


New York, Sept. 3—Dolcin Corp 
is planning an-expansion into di- 
versified pharmaceutical lines and 
cosmetic specialties. As a first 
move in this direction, Charles A. 
Mooney has resigned the presi- 
dency of Lentheric Inc., perfume 
and cosmetic manufacturer, to be- 
come president of Dolcin Corp., 
and its associated companies. 

Victor van der Linde, who has 
been head of the Dolcin organiza- 
tion for the past several years, 
will become board chairman. He 
also heads the company’s adver- 
tising agency, Victor van der Linde 
Co 

Mr. van der Linde told AA 
that the move was made at his rec- 
ommendation, and that it pres- 
ages the development and mar- 
keting of several new products 
by Dolcin. He declined, however, 
to identify the products or to say 
when they are likely to be intro- 
duced. 

Mr. Mooney, before becoming 
president of Lentheric, was sales 
manager of Elizabeth Arden Sales 
Corp., and before that was sales 
manager of E. R. Squibb & Sons. 


W. P. Morrison, v.p. in charge 
sales at Dolcin, has resigned. 
o one will be appointed to re- 
ace him, Mr, van der Linde said. 
r. Mooney ,will supervise the 
mpany’s sales. 

Asked about the status of Dol- 
i's case pending before the Fed- 
al Trade Commission, which is- 
ed an order. last February (AA, 
b. 18) ordering the company 
t to advertise Dolcin “as an out- 
nding drug for relieving arthrit- 
and rheumatic pains and dis- 
miorts,”” Mr. van der Linde said 
at hearings had been held and 
at the cornpany will appeal 
Dolcin's 2,500,000 libel suit 
ainst Reader's Digest growing 
t of an article which appeared 
the January, 1951, issue of 
t publication (AA, Jan. 22, '51) 
likewise pending, Mr. van der 
ide said. The case is on the 
endar, he said, but no trial date 
s been set. He emphasized, how- 
er, that Dolcin intends to press 
P suit 


nver Has 21,735 TV Sets 

Denver, which got its first tele- 
vision station early in July, now 
has a total of 21,735 television sets 
in use, according to a survey of 
distributors conducted by the Den- 
ver Better Business Bureau. The 
survey disclosed that 17,735 sets 
have been sold since the new sta- 
tion went into operation and esti- 
mates that 4,000 sets were already 
placed in Denver homes 


Promotes John Bannister 

John G. Bannister, with the 
company since 1938, has been pro- 
moted to sales manager of National 
Automotive Fibres inc., Detroit 


A New Clever Pocket Folder 
That Holds Comb and Nail File! 
With or Without 
Name Imprint 
Low in price, light in } 
weight for easy han- 
dling and low cost mall- 
ine “Slick-Kit'' ts a 
clever advertising spe- 
cialty with « universal 
appeal to men and 
women alike. Offers a 


ew convenience in a 
folder 


” 


handy pocket CLOSED 
with 5” comb and 4 
steel nail file in inside pocket inserts. Made of 
pure virgin vinyl plastic with lisacd outside 
design and glossy inside finish 


FREE SAMPLE and quantity prices sent on 
request. See the “Slick-Kit" 
and fudge for yourself its powerful advertising 


appeal. 
CHARMS & CAIN (Mfts,) «07s Dearborn St 


Dept. AA-K2, Chicago 5, Ilinots 


Beck Shoes Using Sunday 
Papers in Fall Drive 

Fall advertising for A. S. Beck 
Shoe Corp., New York, is planned 
to meet higher newspaper rates 
and increased production costs and 
calls for an increased number of 
insertions, reduced linage per ad 
and more newspapers whose mill- 
ine rate gives the most coverage 
per dollar in the Beck sales market. 
The same dollar expenditure per 
market as last year will be made. 

The Beck agency, Wesley Asso- 
ciates, has conducted a paper-by- 
paper rate-by-rate comparison in 
40 cities and decided to use many 
Sunday papers instead of dailies 
which have higher milline rates. 
Seventy-nine newspapers are on 
the schedule. Women’s shoes have 
a fashion tie-in with Vogue. The 
men’s lines continue the copy 
chalienge, “Wear ‘em, compare 
‘em, dollar for dollar.” 


Visual Presentation Awards 
Set by National Association 
National Visual Presentation 
Assn., New York, is co-sponsoring 
a new series of awards for out- 


DUPONT’S WEEK—Discussing Anti-Freeze Week (Oct. 6-13), the “biggest merchan- 

dising ideo in anti-freeze history,” are, from left: Charles K. Johnson, advertising 

manager for Zerone and Zerex; Elmer F. Schumacher, director of sales for the com- 

pony’s polychemicals division; R. D. Scheer, soles for Zerone and 

Zerex, and Forest C. Noble, sales manager for the products. Four-color spreads in 

magazines, TV and radio spots, outdoor posters and newspaper ads will promote 
the week. Batten, Borton, Durstine & Osborn is the agency. 
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ited to only one entry which must 
be in by Dec. 1. 

Awards will be plaques and 
books on selling and advertising 
and will be made in three classi- 
fications. These include oral sales- 
men’s presentations, partly or 
wholly mechanical presentations 
excluding moving pictures, and 
moving pictures. 


Lang. Fisher Names Kornhauser 


Robert L. Kornhauser, formerly 
with Curtis Publishing Co., has 
been named an account executive 
by Lang, Fisher & Stashower, 
Cleveland, to handle the Cleve- 
land Baseball Co. and Cleveland 
Browns football accounts. 


Resort Launches Campaign 


Harrison Hot Springs Hotel, 
British Columbia, will promote 
special thrift season rates with a 
new campaign calling for TV spots, 
weekly ads in major West Coast 
Canadian and U.S. newspapers 
and schedules in weekly newspa- 


standing visual sales presentations; New York. Any organization 


pers, farm and trade publications. 


is James Lovick & Co., Vancouver, 


with the Sales Executives Club of eligible for the contest but is lim- is the agency. 


Men who learn more 


This important book shows that college 


are in the best-paid jobs 


B ASED on a TIME-sponsored survey of the at the height of 


graduates of more than a_thousan 
8 ; Bias sais d e He steadily earn 
American colleges, this composite portrait of 
the man with a degree offers positive proof 


of the tremendously influential part he plays 


—whereas the 
power starts dec 


in our society. 


earn more 


$ 


graduates 


his career... 
s more as he grows older 
average man’s earning 
lining after 45. 


Besides pin-pointing the graduate’s high eco- 


nomic standing, They Went to College ex- 


Here, for instanee, are just a few of the 


; a ’ : ores many areas 
important findings They Went to College ; 


havior—from his 
presents: was . 

political leanings. 
e The college graduate holds key jobs in 


ie Tie If you are an ady 
business and the professions . . . : 


advertising busines 

e His earnings are more than double those 
of the average American . . . 

study of this major 


Harcourt, Brace & C 


e In his very first year of employment, he 
earns more than the average man is paid 


trations of college graduates reading any major magazi 


comprehensive study which is the basis of this milest« 


of his opinions and be- 
religious beliefs to his 


ertiser, or engaged in the 
s, don’t fail to read this 


best seller about America’s “best buyers”. . . 
the first really detailed, fully documented 


U.S. market. Published by 


10. On sale at all bookstores. 


Because its audience represents one of the largest concen- 


ne in the 


world today, TIME, The Weekly Newsmagazine, undertook the 


yne book. 
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National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending July 26, 1952 
All tigures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Rank Progr: o- 
1 Pabst Bouts (CBs). ietinbuben aes a¥ 6,014 
2 My Little Margie (Philip Morris, CBS) .5,172 
3 Godfrey & Friends (Liggett & — 

nn ees Lan . 455 
4 Dragnet (Liggett & Myers, NBC) . “les 
S Racket Squad (Philip Morris, CBS) . 3.786 
6 Goodyear TV Playhouse (NBC) von 
7 The Hunter (Reynolds Tobacco, CBS) . . 3.746 
& a & Friends (Pillsbury Mills, 

We. vase denas an 

R 4 What's My Line (Jules Montenier, CBS) 3 Er} 


Original Amateur Hour (P. Lorillard, 
on RT Tree 3,544 
*Per cent of homes reached in area where ‘program 


Program Popularity* 

Rank Program (%) 

1 Pabst Bouts (ces). 
a & Friends (Liggett & Myers, 


2 
3 My Little Margie (Philip Morris, =e 
4 Dragnet (Liggett & Myers, NBC) 

5S Godfrey's Talent Scouts (Lever- Lipton, 
ces 
6 
7 
8 


Big Town (Lever, CBS) g 

Racket Squad (Philip Morris, CBS) 

9 a = & Friends (Pillsbury Mills, 
cB 


8 

30.2 

29.2 

28.3 

) . .26.3 

The Hunter ‘ 26.0 
25.8 

25.7 

-25.6 

24.7 


10 What's uy Line (Jules Montenier, CBS) 
was telecast. 


Kroenig Opens Own Agency 
Clifford A. Kroenig, v.p. of Mel- 
drum & Fewsmith, Cleveland, has 
resigned the post to open his own 
agency at 205 S. Franklin St., 
Chagrin Falls, O. Mr. Kroenig will 
concentrate on sports accounts 
but is handling advertising for the 
Spicer manufacturing division of 
Dana Corp., Toledo, and Nolan Co., 
Bowerston, O., mining and indus- 
trial equipment manufacturer. 


KMOX Appoints Wilkey: 
Akerman Moves to CBS 

Gene Wilkey, general manager 
of Station WCCO, Minneapolis, for 
the past two years, has been ap- 
pointed general manager of 
KMOX, St. Louis outlet for Col- 
umbia Broadcasting Co. 

John Akerman, general manager 
of the St. Louis station since 1950, 
has joined the CBS radio spot 
sales staff in New York. 


ANDREW E. HOLMES 
New York, Sept. 3—Andrew E. 
Holmes, 63, retired president of 


| Pharmaceutical Organics Inc., vit- 


amin producer, and former presi- 
dent of Angostura-Wupperman 
Corp., manufacturer and importer 
of bitters and rum, died yesterday 
at his home in Scarsdale, N. Y. 

Before entering the manufactur- 
ing business Mr. Holmes was v.p. 
of Donahue & Coe and handled 
the Angostura account. Before that 
he had been with the sales promo- 
tion department of Horlick’s Corp. 
and Welch’s Grape Juice. 

He had also been connected with 
California Fruit Growers Exchange 
and N. W. Ayer & Son. 


ALBERT C. BUNN 

New York, Sept. 4—Albert C 
Bunn, 76, who retired five years 
ago after having been associated 
with Jann & Kelley, newspaper 
representative, and its predecessor 
companies for 35 years, died yes- 
terday in Jamaica Hospital. 


67 


Mr. Bunn was born in Wuchang, University in 1907, and was an in- 
China, where his father was a structor in English there from 
missionary. After completing his| 1907 to 1909. He entered the adver- 
formal education at Trinity School |tising business in 1911 as an ad- 
here, he joined the advertising vertising salesman in the Boston 
department of the New Orleans) office of Curtis Publishing Co., and 
Times-Picayune. Later he was con- later became western advertising 
nected with several other newspa- manager of The Saturday Evening 
pers before becoming a publishers’ Post in Chicago. 
representative in New York. In 1922, he joined the George H. 


Batten Co. agency, where he stayed 

MRS. FLORA GRAFF for six years before joining But- 

WiLutamsport, Pa., Sept. 4—Mrs. terick Publishing Co. as v.p. and 

Flora Graff, 87, v.p. of the Wil-| advertising director. He rejoined 
liamsport Sun and Gazette & Bul- 


Curtis in 1933 where he became 
letin, died at her home yesterday | 4" associate editor of Ladies’ Home 
following a lengthy illness. She 


Journal. 
was the widow of George E. Graff,|_ In 1936, he joined McCann- 
founder of the dailies. 


Erickson as an account execu- 

| tive and became a v.p. and director 

MYRON LECKNER 'of the agency before his retirement 
New York, Sept. 3—Myron Col-| 

ver Leckner, 67, former v.p. and 


in 1947. Shortly afterward he 
moved to Clearwater, Fla. 
director of McCann-Erickson, died | 
Aug. 31 at St. Petersburg, Fla., GEORGE L. BURT ‘ 
4 P ; Lonc Beacn. CAL.. Sept. 2— 
after a long illness. oe. teak theme 
Born in Indianapolis, Mr. Leck- ——. Pom ey os rer 
ad f Harvard ané 
encliatetecmane:sdhctandmousin Beach Press-Telegram since 1943, 


ee 


f Fields of highly 
| paid employment 


Lower income 
bracket jobs 


died Aug. 31 in the Seaside Me- 
| morial Hospital. He had been suf- 
| fering from a heart condition for 
|the past 11 months. Before join- 
|ing the Long Beach newspaper, 
Mr. Burt worked on the Los An- 
| geles Examiner, Express and Trib- 
| une. 


| JOHN G. BELCHER 

New York, Sept. 4—John 
Belcher, 48, publisher of Progrés- 
sive Architecture and a v.p. d 
‘director of Reinhold Publishing 
Corp., was killed Aug. 30 in a - 
plane crash while vacationing 
Boothbay Harbor, Me. } 

Born in Winnetka, Ill., Mr. 
cher was graduated in 1926 f 
the University of Ulinois, and t 
studied architecture. He ent 
the publishing business sho 
thereafter in Chicago. 

In 1937 he joined Reinhold ¢ 
salesman, and ten years later 
was made publisher of the ar 
tectural paper. He was electe 
v.p. and director of the comp 
| in 1948. Mr. Belcher was chairr 
| of the promotion committee of 
sociated Business Publications. 


McKim Advertising Names 


McKim Advertising, Toro 
| has appointed R. Macdonald to 
rect its new merchandising dep 
ment. A. H. Grosart, former] 
consultant in public and indust 
relations, has joined the agency 
a fulltime basis, and W. J. Me- 
Pherson, formerly public relations 
director of the Ontario department 
of agriculture, has joined the agri- 
cultural department. D. J. Mac- 
| Millan, formerly production man- 
ager for Station CFAC, Calgary, 
| has been appointed radio director. 


Nast Names Miss Rhodes 

Madge Rhodes, formerly with 
|stations WAAT and WATV in 
Newark, has been named to han- 
t- publicity for Vogue, Glamour, 
House & Garden and Vogue Pat- 
| tern Book, all Conde Nast publi- 
cations. 


Arndt Appoints James Irving 
James Irving Jr., formerly as- 
sistant account executive with 
Gray & Rogers, Philadelphia, has 
been named assistant account 
| manager on the industrial staff of 
John Falkner Arndt & Co., Phila- 
delphia. 


Lists 2,272 busi- 
ness papers, farm 
papers and con- 
sumer magazines 
that use publicity 
—lists them alpha- 
betically and in 99 


Chart 5 (above), from They Went to College, shows 
how 84% of male graduates, as against only 16% of 
nongraduate U.S. men, work in the highly remunera- 
tive fields of business management and the professions. 


They Went to College is based on a survey spon- 
sored by TIME, and analyzed by the Columbia Univer- 
sity Bureau of Applied Social Research. 


market groups — compiled from thou- 
sands of publicity release lists — record 
system included that eliminates card 
files — shows how to prepare publicity 
and how to place it — reduces clerical 
time, eliminates deadwood and 
improves results. 


Price $10.00. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St, Chicago 4 


Sent on approval. 
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A Kudo for Mr. Eastman 

To the Editor: “AA” is such a 
stimulating and provocative sheet 
that the. temptation to write pro 
or con about this or that in any 
issue is almost irresistible. 

The letter from Roy Eastman 
(AA, Aug. 18) finally causes me 
to “obey that impulse.” 

I have known the guy and his 
work since he made the first au- 
thentic research in advertising for 
Kellogg. Curiously enough, on 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


three occasions, doing a_ sales 
counselling job, I “inherited” East- 
man surveys as part of the ex- 
amination of the problem and did 
they light the path! 

When Eastman writes about the 
underlying philosophy of research 
it is high time for the technicians 
and, if I may say so, the theoreti- 
cians, to stop, look and listen. 

I have seen an awful lot of drool 
about the subject, academic (in 
the worst sense) beyond belief, 


“SPEND ADVERTISING DOLLARS 


WHERE SALES DOLLARS ARE EARNED” 


| be e that advertising d 


llars should be spent where sales dollars 


are earned” 


ays Frank A. Koelling, Sioux City, lowa manager of the Benedict & Oosterhuis Co 
food broker. 
, . =? ' ' 
The products that we distribute are sold by dealers in retail food stores throughout 
continues Mr. Koelling These dealers, who are 


Siouxland”®, 


yetting the 


Frank A. 
Koelling 


Minded” People. 


sales d 


(Advertiser ent) 


ars from our products, demand that 


sdvertising dollars be spent in the Sioux City Journal & 

Journal-Tribune newspapers. The reason for this demand: The 

S x City newspapers se ur f i products to the “Buy 

Minded people nq in our retail trade areo* 

ee sted in the heart of the rich midwest, has 
tropolitan area population of 103,917 and is one of the 

top livest k markets in the Nation 


*Sioux City Retail Trade Area (49 counties in lowa, Nebraska, 
South Dakota, Minnesota) 


Population — 818,400 “Buy- 


and my livelihood has depended 
at times on reasonably accurate re- 
search data. There is another angle 
to research that many of its prac- 
titioners ignore—frequently, I fear, 
because they don’t know how. That 
is the matter of interpretation of 
results in useful, intelligible form 
for the executive. 

I have known just two men who 
could do this superlatively. One is 
Roy Eastman. The other is William | 
C. Keenan (don’t know what he 
is doing now). Those two men 
could dig more meat out of an ar- 
ray of data than anyone would 
think possible. 
| Eastman has proved my point 
in his letter that he thinks well be- 
low the surface and can interpret | 
| research to itself in sound, under- | 

| standable terms. 
| By the way, the “Lasker Story” 
is superb. Congratulations. 
W. A. McDermMip, 
New York, N. Y. 
- e e 
Lifts a Cudgel to Help 
a Chastised Creative Man 

To the Editor: In your Aug. 11 
issue, on Page 54, under the head- 
ing, “The Creative Man’s Corner,” 
is an article that is of tremendous 
interest to us. It is an exceptional 
piece of writing and, since re- 
reading it the many times that I 
have, I can only say, “I wish I 
had said that.” 

The article, of course, hits very 
close to the heart of our feelings 
here at the Textileather Corp., 
and my congratulations go out to 
the writer with his excellent and 
amusing handling of this subject. 

My main purpose for writing is 
to obtain information from you as 
to the possibility of obtaining a 
maximum of 500 reprints, or tear 
sheets, of this article. .. 

G. H. McGreevy, 


Vice-President, Textileather 
Corp., Toledo. 
’ * + 


The New Mathematics—“%= 2 

To the Editor: With advertising 
being accused on many fronts of 
indulging in sharp practices—and 
of actual deceit in many instances} 
—and with many persons holding! 


top-ranking positions in our na- 
|tional government apparently op- 
posed to advertising, it seems to 
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vertising was injurious to all ad- 
vertising business. 

What do you think? 

EArt SAUNDERS, 
Vice-President, S. M. Brooks 
Advertising Agency, Little 
Rock, Ark. 

© o e 
The Sixth Magic Word 

To the Editor: Whitt Northmore 
Schultz, in a recent article, dis- 
cussed the “five magic words of 
advertising”—free, amazing, new, 
now, and how. 

I respectfully submit that now 
there are six. The new magic word 
is “doctor.” An endless variety of 
catchpenny products and services 
are dragging in the medical pro- 
fession to bear unwilling witness 
to their silly or fraudulent claims. 

In a small sampling of recent 
national advertising, the follow- 
ing words are found prominently 
displayed to get attention and in- 
spire confidence: 

Thousands of doctors say. . .Doc- 
tors agree...Doctors prove. ..Doc- 
tors report...Doctors warn. ..Doc- 
tor’s home facial... More Doctors 


smoke. ..Like a Doctor’s prescrip- 
tion...More Doctors advise...A 
jury of leading doctors. . .Mounting 
medical evidence...“Doctor’s rec- 
ommended” dessert. . .Medical sci- 
ence discovers (physic). ..Hospital 
tests prove (physic). ..Medical sci- 
ence proves (physic). 

And (here’s a killer). ..Ask your 
doctor about. ..(self-medication 
for diagnosed stomach ulcer)! 

BiSoDol takes no chances on 
picking the right “magic word”— 
four in the main head: “Now doc- 
tors hail amazing new mint.” What 
utter nonsense! No qualified physi- 
cian could be so naive as to “hail” 
such a simple and well-known 
formula. 

It is noteworthy that not one of 


WINTER OR SUMMER 
use lots of photos in promo- 
tions. They outpul! other il- 
lustrations surveys soy. We 
have over 17,000 to choose 
from. SINGLE PRINTS NOW 
AVAILABLE. Write for FREE 
proofbook 310-A. 


EYE*CATCHERS, Inc. 
207 E. 37 St., New York 16, N.Y. 


“I’m convinced 


KBIG cives us 


WHAT WE WANT” 


says George Oliver, Adv. Mgr. 
Lee J. Meyberg Company 


Southern California, because that's 


territory—for RCA, Bendix and 


was a business trip by auto all over 


Southern California. KBIG's 


‘was amazing through the entire trip 
in San Diego, in E1 Centro, in San 


Bernardino and in between too. In 
me that some of our largest nation- ; 

al advertisers are adding fuel to 
| the fire. 

| The attached Firestone tire page 
is running in leading newspapers 
i | . That and the pro- 
ln¥ i That sold us p 


| _ Firestone 
| Slashes Tire Prices | 


‘2 OFF 
ce ON TOP QUALITY 
oe De Luxe Champions 

ay rr ctgin htoh, Tee 


grams. KBIG is heavy on music, 
light on talk, and that’s refreshing 
whether I'm at the wheel or home. 
We're selling a lot of RCA 45s with 

cour spots and ‘Are Ya Listening?: . 
‘segments on KBIG, and we're glad 
that KBIG is going all-out with RCA 
in prograrhming its music. It's 
very simple—KBIG gives us 


“what we want, so we bought it." 


KBIG gives advertisers what they want in rates, too— 
costs realistically geared to today, with a one-time hour 
rate of $118, spots as low as $9. Make the Whole Sale at 
a Wholesale Rate—get to all of Southern California, 412% 
of U.S. Buying Power, with 


KBIG 


STUDIOS IN AVALON 
AND HOLLYWOOD 


throughout the nation. The head- 
line unequivocally states, “Fire- 
stone Slashes Tire Prices 44 Off.” 

But when you read the remain- 
der of the advertisement you dis- 
cover that the price cut is only 
one-fourth, because you have to 
buy the first tire at full price be- 
fore you can get a second tire at 
half price. This all adds up to one- 
fourth off instead of one-half off. 

At the Advertising Federation of 
America convention in New York 
in June, many of the panels cov- 
ered just this sort of thing, and it 
was agreed that this type of ad- 


GIANT ECONOMY PACKAGE OF 
10,000 WATTS 


740 KILOCYCLES SOUTHERN CALIFORNIA RADIO 


*, 
” 
—. 


The Conrier-Zo 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
371,134 DAILY * 300,970 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


John Poole Broadcasting Company 


BUSINESS OFFICE: 6540 SUNSET BLVD., 


— “HOLLYWOOD 28, CALIFORNIA 


REPRESENTED BY ROBERT MEEKER & ASSOCIATES, INC. 
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these imaginary doctors is ever 
identified as a physician or M.D. 
While the public assumes that 
“doctor” means “doctor of medi- 
cine,” the advertiser may have a 
mental reservation that he means 
doctor of “advertising” or of “busi- 
ness” (something like a “business 
engineer”). 

Advertisers and their agencies 
that resort to these unfair, libelous, 
and subversive acts against the 
medical profession have discovered 
that there is no one to stop them. 

The FTC would have cracked 
down long ago if such widespread | 
fraud and defamation had been di- | 
rected against any other body of 
citizens but doctors. Now, deroga- | 
tion of the medical profession hap- 
pens to fit the strategy of the 
Washington social planners. All the 
resources and cunning of the pres- | 
ent administration—an army of 
“information writers” and count- 
less millions of tax dollars—are 
being used in a program to weaken, 
enslave, and socialize American 
medicine. Certainly no department 
of government is going to object 
to voluntary outside aid in that) 
campaign. 

It has been suggested that the 
American Medical Assn. ought to | 
initiate action to defend the whole 
profession, nationwide. Recent ex- 
perience in the case of one identi- 
fied fake “doctor” in advertising 
indicates that the AMA undertakes | 
to police its own membership only. 
It takes the position that it is the 
duty of civil authorities to prose- 
cute laymen and non-members for 
offenses against the public. 

A local law enforcement officer | 
will not bother to bring a phony! 
physician to trial except on com- | 
plaint and positive proof that he| 
has “illegally treated a Luman be-| 
ing for a diagnosed disease.” If} 
the quack has merely obtained ad- | 
vertising accounts by posing as a 
physician, or given questionable 
or harmful medical advice to ad- 
vertising clients or to the public 
en masse, no local or state law 
would appear to have been bro- 
ken. 

Hence, look for increasing per- 
version of the word “doctor” in 
advertising until it loses its po- 
tency through general public con- 
tempt for the medical profession. 

JOHN EVANS, 
John Evans Direct Mail Ad- 
vertising, Chicago. 
6 e s 


Speaks Up for Cronkite 
To the Editor: Don’t let the Eye 
& Ear department worry its pretty 
little head about somebody having 
a soft job—let it just stick to its 
spelling. “Kronkite” is spelled 
Cronkite [Eye & Ear, Aug. 25]. 
Ray SWEENEY, 
Keeling & Co., Indianapolis. 
. © * 


Would ‘Modernize’ Lasker 

To the Editor: Since my incep- 
tion into the station representative 
business with Blair TV I have be- 
come an avid reader of ADVERTIS- 
tNc AcE. I am well aware now 
that “Advertising is Salesman- 
ship in print.” 

May I suggest a slight change 
which will make the slogan more 
apropos of this electronic age in 
which we live? 

“Advertising is Salesmanship on 
Channel 4.” 

I’m in my office from 9 to 9:15 
a.m. daily and will be glad to 
quote rates. 

Don Warp, 
Blair TV Inc., Chicago. 

Come, come, Mr. Ward. Surely | 
Blair TV must represent some) 
stations that aren’t on Channel 4. 

* : - 


A Lei for AA 

To the Editor: ADVERTISING Ack. 
is getting better and better through 
the years. I can testify to some 15) 
years of steady progress. The fea- 
ture section—especially the excel-| 
lent article written by Robert 
Newcomb and Marg Sammons on} 
“Employe Communications”—is al- | 


Advertising Age, September 8, 1952 


done, but get your money in ad-| loses sight of the working funda-| Since there will be 25 or more in- 
mentals used so successfully a stalments, the booklet will prob- 
generation ago. ably not be produced before 1953. 
Congratulations on a_ splendid) 

| idea in releasing this series. 
Rosert E. WoLre, 


ways tops. 

The item on “Union Editor Prac- vance.” 
tices Public Relations” (AA, July 
21), is extremely helpful to those 
in public relations work. Frankly, 

I don’t think enough PR people 
know the type of coverage Ap- Perchance a Renaissance | Foote, Cone & Belding, New 
VERTISING AcE is giving to this) To the Editor: If the rest of York 
field. Kennedy’s 39 pages of transcript i 

Roy J. LerFincwett, are as good as the first one [AA,| The complete “Lasker story” 

Director of Public Relations, | Aug. 18] how about giving us the! wili be reprinted in booklet form 

Hawaiian Sugar Planters’ | other 38? I for one would be glad after it has run in AA's pages. 

Assn., Honolulu. to pay for more of John E. Ken- 

e nedy’s wisdom. 
KENNETH GROESBECK, 

Advertising Consultant, New 

York. 

Would other siisibidi like to have 
further quotations from “The | 
Book of Advertising Tests” which! 
John E. Kennedy wrote in 1905? 


Epwarp H. PEARSON, 
Scarsdale, N. Y. 


JUST ASK FOR MARIE: 
Call WAbash 2-8655 and ask for 
ain — on your neyt multi- 


matin Som pick-up ie. 


yt accurate work, 


of taper 
always i dine 


. . 
Political Ad Note 
To the Editor: It would be in- 
teresting to know what the finan- 
|cial arrangements are with the 
Democratic and Republican big- 
shots, on the basis of which two of 
our leading agencies are hiring 
Park Ave. space and presumably e ” e 
committing themselves otherwise| Reprints Are a‘'Comin’ 
in connection with the current| To the Editor: I would be happy 
campaign. to pay for copies of the first seven 
The late A. D. Lasker used to/articles from “The Lasker Story.” 
put his hirelings at the disposal|If you intend to release the com-| 
of either party—and both came to} plete set of articles as a reprint, a 
him for help. His unvarying direc-| would prefer that package. 
tion was: “Do whatever they want Advertising today som etimes| 


CONDITIONING? 


SEE THE FACTS ABOUT THE 


BAYCITY ST OR Y in this issue of Advertising Age 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 
TO GREATER MODERNIZATION SALES. RESERVE SPACE NOW! 


Case Study Shows: MORE SPACE IN FEWER, 
MORE CAREFULLY SELECTED, BUSINESS PUB- 
LICATIONS PROVIDES MAXIMUM EFFECTIVENESS. 


PROCEDURE: 18 leading industrial 
advertisers conducted a cooperative 
readership study to determine how to 
reach their markets, and the buying in- 
fluence within those markets, most ef- 
fectively . . . and at the least cost. 
Each advertiser mailed a jointly ap- 
proved, uniform questionnaire to a cross 
section of his customers and prospects. 
Each made control checks on his own 
returns. The consolidated returns were 
tabulated by the McGraw-Hill Research 
Department. Total mailings— 198,837; 
Response—42,878 (a return of 21.6%) 


100 
97F 


paratively few new contacts to those 
provided by the Ist and 2nd pub- 
lications, 

These results do point up and establish 
this general principle: On the average, 
the Ist and 2nd publications provide 
84 % coverage of the individuals reached 
by all five publications—at 46% of the 
total cost of the five publications. Be- 
yond this point, the law of diminishing 
returns—i.e.: the high cost of buying 
relatively little additional coverage— 
takes over. 


RESULTS: The figures in this compos- 
ite chart are based on averages of pub- 
lications serving nine fields developed 
from the survey findings. They do not 
provide a rule as to whether one, two or 
three publications should be used to 
cover a specific field. As a matter of fact, 
duplication or overlapping coverage 
may be desirable under certain condi- 
tions, particularly if it can be purchased 
at the right cost. However, the average 
3rd, 4th and 5th publications shown here 
provide relatively few total contacts at 
a high cost per contact and add com- 
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HOW ADVERTISING VALUES DIMINISH 


~} COVERAGE NOT PROVIDED BY 
oJ ANY PREVIOUS PUBLICATION 


SECOND 
PUBLICATION 


DUPLICATION WITH ALL 
PRECEDING PUBLICATIONS 


TOTAL UNDUPLICATED COVERAGE OF 
ALL FIVE PUBLICATIONS = 100% 


TOTAL COST OF ALL FIVE 
PUBLICATIONS = 100% 


| Based on the Cooperative Readership Study, 1951 
COST —> 3 7 7 6 i. 


LEADING 
PUBLICATION 


oe -—— > 


COVERAGE —> 


CONCLUSION: High coverage—and 
maximum impact—can be obtained 
most economically by concentration, 
rather than scatteration, of advertising 
dollars. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. & 


The material for this advertisement was secured ,rom our Research Department's 
Laboratory of Advertising Performance, LAP #1121. A complete report of the study 
is in our booklet, ‘New Yardsticks of Media Value.” If you would like a copy of the 
booklet, or need other facts on subjects related to business paper advertising, ask your 
McGraw-Hill man. 
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Wie a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
farmers. You can't sell Mid-America without farm 
families, nor the magazine that concentrates on 
them alone! 


| file any objections. 


| cational broadcasts. Unless Chan- 


| ‘Textile World’ Rate $445 


Pittsburgh’s Mayor 
Tilts for Channel 4 


WASHINGTON, Sept. 3 —Pitts- 
burgh’'s Mayor David Lawrence 
has apparently given the Federal 
Communications Commission a 
way out of a Channel 4 dilemma. 

The commission has been under 
pressure to assign Channel 4 to 
the Pittsburgh area, but has re- 
sisted on the grounds that the 
Pittsburgh city post office is less 
than 170 miles from the antenna 
site of WLWC, Columbus. 

WCAE, Pittsburgh, has asked 
the federal district court to force 
FCC to assign Channel 4 to the 
city. | 

Meanwhile, Mayor Lawrence 
pointed out that the channel would 
be assigned to suburban Irwin, and 
easily meet the 170-mile require- 
ment. 

FCC announced last week that it | 
is seriously considering Mayor | 
Lawrence’s plan. It has given in-| 
terested parties until Sept. 19 to| 


s Channel 4 is assigned to Wash- 
ington and Columbus. Pittsburgh 
falls just short of the 170-mile 
separation distance required by 
FCC’s TV allocation “standards.” 
FCC points out that Pittsburgh has 
six assignments, which is about 
average for the nation’s top 25 
metropolitan areas. However, 
Mayor Lawrence said the people 
of the city are entitled to all the 
service they can get, and that a 
valuable very-high-frequency 
channel should not be wasted. 
One of the three VHF channels 
assigned to Pittsburgh is already 
in use, and a second one is ear- 
marked for non-commercial edu- 


nel 4 is obtained, the city has only 
one unclaimed commercial VHF 
assignment remaining. 


Textile World, a McGraw-Hill 
publication, will issue its fifth an- 
nual sales presentation Sept. 15, 
announcing its new b&w, one-time 
base rate of $445 effective Jan. 1, 
1953. This was inadvertently re- 
ported previously as $495. The TW 
sales presentation, which follows 
the model for publishers’ state- 
ments recommended by National 
Industrial Advertisers Assn., on 
three previous occasions has re- 
ceived NIAA awards. 


Gittens Has Manitowoc 


Manitowoc Equipment Works, 
Manitowoc, Wis., places its na-| 
tional advertising through Bert S. 
Gittins Advertising, Milwaukee. 
David J. Mahoney, New York, 
handles advertising for Manitowoc 
home freezer dealers in the east- 


|ern area rather than for the com- |, 
|pany’s eastern division, as inti- 


mated in a recent story on Mr. 
Mahoney, former Ruthrauff & 
Ryan executive (AA, Aug. 4). 


Morgan Returns to Radio 
Henry Morgan, who has been 
absent from the airwaves for 
some time, returned last week 
(Sept. 1) with a daily 15-minute 
program on WJZ, New York. The 
show will be devoted to satirical 
comments of the sort which put 
the comedian over in radio origi- 
nally. Carol Motors, a used car 
dealer, is the sponsor, and Cavan- 
augh-Shore & Co. the agency. 


Appoints Dillon-Cousins 


American Chicle Co. has ap- 
pointed Dillon-Cousins & Associ- 
ates, New York, to handle all its 
advertising in Colombia, South 
America. Radio, newspapers, mag- 
azines, films and point of sale will 
be used. American Chicle has just 
opened a new plant in the Latin 
American country. 


Lindlahr Returns to NBC 

National Broadcasting Co. will 
carry a new radio show featuring 
Victor H. Lindlahr with food com- 
mentary. The show is being spon- 
sored Monday-Friday (8:15-8:30 
a.m., EDT) by Serutan Co, through 
Franklin Bruck Advertising Corp., 
New York, 


When your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 
richest farm market on earth! 
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This Week in Washington... 


cording to Commissioner Clarence 
H. Adams, direct mail and tele- 
phone promotions have been han- 


Irr egular Airlines Face New Control ‘dled from behind the safety of the 


By Stanley Cohen 
Washington Editor 

WAsHINGTON, Sept. 4—For a long 
time after World War II, the Civil 
Aeronautics Board did its best to 
regulate “irregular” air carriers 
out of business. The irregulars re- 
fused to die, however, and CAB 
had about given up. 

Last week there was another 
flareup in the feuding as CAB 
adopted another regulation to 
tighten its control over irregulars. 
The new regulation prevents air 
carriers from operating under more 
than one trade name and was 
adopted, CAB says, largely be- 
cause irregulars are abusing their 
privileges. 

In the past, there has not been 
any express regulation on trade 
names in the air carrier business. 
Now CAB charges there has been 
an increasing tendency, “particu- 
larly among some of the large 
irregular carriers,” to use names 
different from those in which op- 
erating authority is granted. 

The result, the board says, is 
confusion for the public. “This 
practice, combined with the 
equally unstable identities among 
ticket agencies, has made it diffi- 
cult and in many instances impos- 
sible for members of the traveling 
public to know with whom they 


are doing business. This has had} 


serious consequences both with re- 
gard to the business relationships 
involved and with respect to lia- 
bility for injury or death of a 
passenger or other members of the 
public or the loss or damage of 
property.” 

The new regulation permits un- 
limited use of slogans, abbrevia- 
tions and nicknames, but air car- 


wit 
jms i 


“RESORT LIVING IN THE HEART OF LOS ANGELES” 
Edward J. Crowley, General Manager - A Hilton Hotel 


riers will have to get special per- 
mission before operating under 
two or more different names. 

a . « 

Though steel and other basic 
materials are still being rationed, 
the period of shortage is about 
over. In fact, National Production 
Authority Chief Henry Fowler has 
begun te talk about surpluses. 

According to Mr. Fowler the na- 
tion will have to step up its pro- 
duction of defense equipment or 
find itself with a surplus of steel. 
The extra steel could go to con- 
sumer goods, but the consumer 
goods people seem to be having 
difficulty using the limited amounts 
available at the present time. 

© e o 

Government people are conced- 
ing that the post-strike 
for steel has turned out to be a lot 
less frantic than they anticipated. 
When the steel strike ended last 
month, NPA assumed there would 
be a tremendous rush of buyers, 
and that severe shortages would 
result. 

Actually, the job of getting steel 
to various users has moved along 
|so smoothly that government peo- 
| ple feel the situation will be “nor- 
mal” before the year ends. 

. * * 

The developing surplus of basic 
materials threatens to swamp Com- 
merce Secretary Charles Sawyer, 
who has his economists working 
| overtime on a special report called 
“Markets after the Defense Pro- 
gram.” 

Secretary Sawyer says the re- 
port should be in the hands of in- 
dustry by Jan. 1, “so that business 
men can estimate the markets that 
are likely to exist after defense 
production levels off.” 

The report is patterned after 
“Markets after the War,” the fam- 
ous Commerce-Committee for 
Economic Development study, 
which predicted the nation would 
have a postwar boom. The report 
will be written by government 
people, but they are consulting a 
committee consisting of 19 out- 
standing business economists. 


* * * 

The Securities & Exchange Com- 
mission thinks the day of reckon- 
ing has arrived for promoters of 
fraudulent Canadian oil and min- 
ing stocks. For a long time, ac- 


You, 
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get Plus Sales 


. +» No. 1 choice 
to reach and 
influence a 
$7,500,000,000 
market... 
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HAYWOOD PUBLISHING CO., 22 


THE NEWS MAGAZINE OF PACKAGING 

More display space per $ on Super-Size page. . . 

More attentive readership with news-and-picture 

features, thru-the-book format ... Stronger selling 

| impact on MORE important buyers of Packages 
and Packaging Machines—Supplies—Services . .. 
15000 (CCA) ALL-BUYER circulation. 


NEW YORK 17101 PARK AVE. * WEST COAST—McDONALD-THOMPSON 
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“rush”’ | 


|; lie relations concern, Sheldon M. 


‘ing staff of Gentry in New York. 


Canadian border. But a newly 
ratified extradition treaty between 
Canada and the U. S. eases the 
way for the U. S. to get its hands 
on those who perpetrate security 
frauds. Canada also agrees to with- 
draw licenses of “notorious of- 
fenders.” 
ae s « 

Oleomargarine production con- 
tinues to move skyward. Output 
for the first seven months of 1952 
was 713,538,000 lbs., compared with 
861,762,000 for the full year of 1949, 
the Census Bureau says. - 

Before repeal of federal taxes on 
colored margarine, 1949 production 
was 684,516,000 lbs. uncolored, 
177,246,000 Ibs. colored. In 1952, 
production has amounted to only 
86,807,000 lbs. uncolored. The re- 
| maining 626,731,000 lbs. has been 
| yellow. 
| To a considerable extent mar- 
|garine has merely moved in and 
| filled a gap caused by declining 
| butter production. The Census Bu- 
|reau finds the number of dairy 
|cattle and the output of milk off 
| sharply. From 1944 to 1949, the sale 
|of butter fat in cream dropped 
| from 804,750,258 Ibs. to 582,397,- 
513 Ibs. 


* © * 

The Department of Agriculture 
says grocery wholesalers are cut- 
ting sales costs three ways: (1) 
By using pre-printed order forms, 
reducing the amount of work done 
by salesmen in taking orders; (2) 
increasing the size of orders at 
each call through incentives to 
salesmen and retailers, and (3) 
eliminating calls for unprofitable | 
orders by establishing customer | 
selection programs and minimum 
orders. 

“Methods of Handling and De-| 
livering Orders Used by Some} 
Leading Wholesale Grocers” may | 
be obtained from the Office of 
Information Services, Production 
and Marketing Administration, 
U. S. Department of Agriculture, 
Washington 25. 


Princeton Film Names Price 
Sherman Price, formerly sales 
manager in the New York office 
of Princeton Film Center Inc., 
Princeton, N.J., has been pro- 
moted to director of distribution. 
Mr. Price will direct the expan- 
sion of the company’s distribution 
-! rental, free loan and purchase 
ms. 


Falk Corp. Names Sands Falk 

Sands Falk has been named 
manager of the combined foundry 
and weldment sales divisions of 
Falk Corp., Milwaukee. Anton R. 
Peroutka, formerly in welding 
sales, has been appointed assistant 
manager of distributor sales, and 
Dave P. Miller will handle weld- 
ment sales. 


Heiman Starts PR Counsel 
Following a reorganization of 
Shelley & Associates, Chicago pub- 


Heiman has opened a public rela- 
tions office under his own name. 
Among the accounts he will handle 
are the Camp Fire Girls and the 
Original Grandfathers Club. 


Blanchard Joins Philip Lesly 

_ Philip Lesly Co., New York pub- 
lic relations counsel, has named 
| Edwin H. Blanchard, formerly on 
| the New York Sun editorial staff, 
| an account executive. Virginia Mc- | 
| Laughlin, formerly with Reuters) 
— has also joined the New York | 
| staff. 


| 


| | 
St. George Joins Horace Nahm | 

Bela St. George Jr., formerly 
with James Grey Inc., has joined 
Horace H. Nahm Co., New York, 
as v.p., creative director and plan- 
ning executive. Nahm creates and 
produces direct mail and printed 
advertising. 


'“Gentry’ Appoints Sorrenti 


John Sorrenti, formerly with 
Park East, has joined the advertis- 


pa - 


Johns-Manville | 


Wie a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work . . . stock to 
raise ... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


/ 
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STUMP THE EXPERTS—When J. R. Wood & Sons, the nation’s 
oldest and largest ring manufacturer, held its semi-annual 
sales conference it put agency and media men “on the spot.” 
Mrs. Jean Rindlaub, 1951's Adwoman of the Year and v.p. and 
copy director of Batten, Barton, Durstine & Osborn, addresses 


a en 


, S WHER 


7 


Films 


eas ) 
+P C ie 2, 
SKylue on ? 
LATED SELLING--These six colorful displays for photographic stores, promoting 
rious types of supplies, ore furnished by Society for Visual Education, Chicago, 
ich sells only the slide projectors and binders. Berger-Amour designed the shelf 
d counter displays. SVE’s agency, Alex T. Franz, Advertising, also is scheduling 


Us in Holiday, House Beautiful, National Geographic Magazine, Sunset Magazine 
and Photo Deoler, Photo Development and Photographic Trade News. 


56TH TITLE—Joyce Yeske, in uniform as Miss TV, accepts a welcoming hand from 

Robert H. Kane, ad manager of General Electric Supply Corp., Bridgeport. Miss 

TV is the 5éth beauty title for Miss Yeske, who was on hand for a dealer showing 
of the new line of G | Electric televisi ivers. 


the conference, while the “panel of experts’ awaits questions 
from the floor. Seated, left to right, are Paul Mathias, BBDO’s 
copy research director; Howard Mace of Look; Fred M. Barrett, 
v.p. and media director at BBDO; Carl Williams, BBDO v.p. 
and account executive, and Stephen Kelley of Life. 


JOINT CHIEFS—Republican presidential nominee Dwight D. Eisenhower talks ad 

strategy with J. H. S. Ellis (left), president, Kudner Agency, and Ben Duffy, president 

of Batten, Barton, Durstine & Osborn, at Ike’s temporary New York headquarters. 
The agencies are jointly handling the Republican campaign. 


STORE PROMOTION—Bernard Saskowitz 
(left), v.p. of Saskowitz Bros., Houston, ac- 
cepts silver bronze plaque for excellence 
in store promotion from Donald McAllister, 
publisher of the Gift & Art Buyer. The pub- 
lication sponsors annual awards for excel- 
lence in store design, window display and 
store promotion. 


AT MINNESOTA FAIR—Gathered together at Station WCCO’s booth at the Minne- 

sota State Fair are (left to right) Larry Haeg, general manager of WCCO; Cedric 

Adams, news c tator; Art Linkletter, CBS radio performer, and Howard Files, 
v.p. of Pillsbury Mills. 


PAINTING AND BOTTLE—Chivas Bros. Im- 

port Corp., New York, is furnishing pack- 

age stoves and taverns with the 14x19” 

simulated oil painting at left and the 17'2”- 

high plastic bottle at right. Lynn Baker Inc. 
is the agency. 


PREVIEW—Fred Waring sings a few measures of one of the songs to be featured 

on his only local commercial radio show on KLZ, Denver, for (left to right) George 

Salstrand, account executive at Axelson Advertising Agency; Jack McMurtry, presi- 

dent, McMurtry Mfg. Co., sponsor of the show; Hugh B. Terry, president and gen- 

eral manager of KiZ; Dave Glissman, singing star of the local show and former 
Waring Pennsylvanian, and Jack Tipton, KLZ account executive. 


NOW IT’S OFFICIAL—The transfer of Station KJR, Seattle, from 
Field Enterprises Inc. to Mt. Rainier Radio & Television Broad- 
casting Corp. (AA, July 14) became official when J. Archie Mor- 
ton, v.p. and general manager of the Mt. Rainier company, signed 
the final documents. Behind Mr. Morton, in the usual order, are 
Paul A. O'Bryan, Washington attorney; Harry H. Kahn, Chicago 
attorney; Edward G. Burke Jr., San Antonio, and Ted R. Gamble, 


Portland, two of the new owners; W. Byron Lane, attorney and 
boord member of the new company; Carl J. Weitzel, Field Enter- 
prises; Ralph Stolkin, Chicago, and Sherrill Corwin, Los Angeles, 
two more members of the purchasing group, and C. Howard 
Lane, formerly director of broadcasting for Field Enterprises 
and now president of Mt. Rainier Radio & Television Broadcast- 
ing Corp. 
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Announcing 


FLEXIBILITY 


i Zee 4 The only National Sunday 


Magazine you can buy for mass selling in individual | 
markets now offers you in addition to full color pages. . 


= 


FULL COLOR UNITS IN % PAGE SIZE i 


; FULL —_ UNITS IN Ya PAGE size* 


PICTORIAL REVIEW powers 
your advertising with: 


. . the mighty impact of color even in single markets. 
. America’s top galaxy of star artists and writers. 
. . proven deep penetration into market coverage. 


. . aflexibility to time your advertising to local market needs. 


... the street-by-street market guidance of the famous 
Mennet Sales Operating Controls. 


Covers close to 6,000,000 
families with the Sunday issues of: 


Chicago Herald-American San Francisco Examiner 
Milwaukee Sentinel Seattle Post-Intelligencer 
New York Journal-American Baltimore American 
Boston Advertiser Pittsburgh Sun-Telegraph 
Los Angeles Examiner Detroit Times 


*For complete details about both color and black and white rates, discounts, mechanical 
requirements, consult your nearest Hearst Advertising Service Representative. 


A HEARST PUBLICATION 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 
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The Philadelphia Inquirer 


4 
ts 
i 
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: onstructively serving the 
World's Greatest Industrial Area— 


DELAWARE 
VALLEY, 
U.S.A. 


—the Greater 
Philadelphia 
Market 


Out from Philadelphia it stretches . . . all along the 
busy Delaware from Trenton to Wilmington. Deep 
into New Jersey it spreads, and all through Penn- 
tet sylvania’s busiest counties ... the entire Phila- 
delphia Retail Trading Area. Here live 4,500,000 


people. Here factories thrive, expand, plan even 


: Now in its 19h further growth. Here is America’s 3rd Market... 
~ Consecutive Year of Total the ever-growing Delaware Valley, already the 
Advertising Leadership world’s greatest industrial area, with Philadelphia 


at the heart of it. 


dh in Philadelphia! \ 


Here is a market foremost in sales opportunity today 


Atha ° , ® and with an ever-widening future. And in this market 
hes is one of America’s greatest newspapers to deliver 
Noy The Philadelphia Punguirer your selling message with an assurance of response 
ante engendered by confidence and loyalty. Your selling 


Constructively Serving plans should include the Delaware Valley. Your 
the World’s Greatest Industrial Area schedule must include THE INQuiRER. 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicogo, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representotives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Feature Section 


Advertising Age 


The Hiatus Season Takes a Hiatus 


Lasker Discusses Early-Day Auto Advertising 
How to Take Care of Your Artwork 


Woolf in a Sweat Over Palmar Sweat 


\ THE NATIONAL NEWSPAPER.OF MARKETING 


The Eye and Ear Department... 


About Hiatus Performers 


Advertisers who urge the public to 
“accept no substitutes” have little choice 
on television—particularly during the 
summer months when the star of the pro- 
gram decides he needs a hard earned rest 
and vacation. On radio, 
a whole new program 
would be offered dur- 
ing the summer months 
—the so-called sum- 
mer replacement show, 
and many good shows 
got their first airing 
this way. 

In TV, attempts have 
been made to continue 
the same show through 
the summer—with a substitute star. This 
has been particularly true with the top- 
rated shows, such as Toast of the Town 
and Talent Scouts. On the latter, Joe E. 
Brown was tossed in as a substitute for 
Red Godfrey. On Toast of the Town, Vic- 
tor Borge substituted for Ed Sullivan. 
ADVERTISING AGE probably will get an- 
other letter from Sullivan (voted the best 
salesman in the country for Lincoln and 
Merc’ry cars) but this reviewer found 
Borge much more acceptable as a sub- 
stitute for Sullivan than he found Brown 
a substitute for Godfrey. 


Arthur Godfrey 


@ Both Borge and Brown qualify to a 
greater extent as professional entertainers 
than either Sullivan or Godfrey. (Here 
comes a letter from Godfrey, too.) How- 
ever, while Borge brought to Toast of 
the Town a greater polish and a sharper 


Employe Communications... 


wit than Sullivan, Brown’s professional 
glibness did not begin to substitute for 
Godfrey’s casual, off-the-cuff, ambling 
intimacy. 

Unlike most TV personalities, Godfrey 
comes into your living room like a neigh- 
bor. He uses your TV screen like a front 
door and, while he sits at a desk, he gives 
you the feeling he is sitting on your divan. 
It is a quality no other TV personality has 
captured. 

You don’t get the feeling Godfrey is 
either performing or getting paid for per- 
forming for you. There was a time—as 
this reviewer pointed out—when Godfrey 
seemed to be trying desperately to act 
the part he had created. But the man’s 
innate charm and grown-up boyishness 
prevailed and, in this reviewer’s opinion, 
Godfrey has managed to capture better 
than anyone else, on both radio and TV, 
the intimacy of the medium. 


® It is to be doubted that Arthur murders 
commercials without design. Yet the man- 
ner in which he murders them gives them 
a quality very closely akin to word-of- 
mouth advertising. Brown tried hard as a 
substitute for Godfrey. Some of his cracks 
~—such as the one that Godfrey soon would 
replace him for 48 weeks—were good. But 
he demonstrated that what TV needs is 
not more personalities from either Broad- 
way or Hollywood but more personalities 
gifted at the art, not of entertaining mil- 
lions, but of interesting, inspiring, talking 
with and joking with a small, intimate 
gathering in the home. 


An Employe ‘Fact Book’ Is Born 


By Robert Newcomb and Marg Sammons 


Probably every motorist has had the 
experience of slowing up at a street cor- 
ner to inquire of an apparent native how 
to get to some certain point, only to find 
that the native never heard of the place. 
It’s an everyday occurrence, but it always 
carries a bad impression with it. 

Industrial concerns are often similarly 
embedded in layers of community ignor- 
ance. Only a few weeks ago the president 
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REDDY SAYS—This is the center spread of 
the 3x5” U. I. Fact Book, published for 
employes of United Illuminating Co, 


of a manufacturing concern, who had en- 
gaged a polling organization to confirm his 
conception of his corporate popularity, 
was discomfited to discover that a heavy 
majority of his fellow-citizens didn’t 
know who he was. They were comparably 
ignorant of the proper name of his con- 
cern (they referred to it unemotionally 
as “the Grease Pit’), had no conception 
of the company patronage bestowed on the 
town each year, and had only a scant no- 
tion of the character of the company’s 
product, When asked if the people of the 
town thought the company was a good 
neighbor, practically everyone subscribed 
to that most enigmatic of replies: “Don’t 
know.” 


s This brings us to the bright idea of a 
certain Gerry Nankervis, a meter reader 
for the United Illuminating Co., in New 
Haven, Conn., and the happy conse- 
quences of a suggestion he made to his 
superiors. It seems that Gerry each day 
was confronted by a succession of ques- 
tions from friendly but curious house- 
wives, who just wanted to know a few 
things about electricity. 

Meter reader Nankervis made a note of 


the questions he found himself unable to 
answer and, as the questions mounted in 
number, he recommended through the 
company’s suggestion system that an em- 
ployes’ “fact book” be brought out, to 
take care of such commonplace questions 
as these: “What causes my lights to go 
dim, and then suddenly flare up to full 
brightness?”; “What causes my light bulbs 
to burn out so often?”; “How do I turn 
off my electric meter?” and “What type 
and size of fuses should I put in my fuse 
box?” 


8 Nankervis received his award through 
the UI suggestion system, but he received 
in addition the warm satisfaction of see- 
ing his idea get into print. It is a small 
booklet which employs the figure of 
Reddy Kilowatt, a comic-strip develop- 


ment of the electric utilities, to tell the 
story. The booklet was distributed to all 
employes and, it is probable, to the curious 
housewives who want to know how to 
change fuses or to read meters. 

Meter reader Nankervis appears to have 
provided an additional feature with his 
suggestion. Evidently he had found some 
questions about his company, as well as its 
service, he was unable to answer. So, on 
a single page in the back of the booklet, 
United Illuminated tells the number of its 
customers, the size of its territory, the total 
kilowatt hours delivered to customers, 
number of employes and stockholders, and 
dollars invested in plant and equipment. 
The booklet went along with the employe 
publication, “UI News” and the publica- 
tion also devoted two picture pages to 
the birth of Nankervis’s idea. 


Looking at the Retail Ads 
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By Clyde Bedell 


An ad man in an important retail store 
said to me not long ago: “If indirection 
and roundabout approaches are not good 
for us to use, why are they good for the 
big advertisers in so many magazines?” 
And he especially mentioned Fortune. 
Here is an ad such as he referred to. 

In this sacred space, I would question 
flatly if such ads are good for big ad- 
vertisers, or for little ones. 

This ad, for instance, assumes that 
business men who have big water prob- 
lems in industry are more interested in 
whether they are smarter than whales— 
than they are interested in a brief but 
pointed discussion of their unsolved water 
problems. 

It is as though the advertiser said to 
himself: “Our best prospects for services 
in connection with water plants in indus- 
try, are of course industry men who have 
unlicked or baffiing problems in connec- 
tion with water and water systems. But 
obviously, such men are more interested 
in whales than they are in the problems 


they have not licked. Therefore, we will 
sneak up on their blind sides by talking 
to them about whales. When we have 
them preoccupied with whales, we will 
suddenly confront them with a few 
pointed sentences about their water prob- 
lems in which, of course, they are not 
interested.” 

This applies apparently to all other 
problems such a firm as Hagan Corp. can 
help solve—their prospects are more in- 
terested in whales than in process con- 
trol, combustion, force measurement. 

The cosmos is so vast. I always wonder 
how creators of ads like this know it’s a 
whale, or an elephant, or a little girl 
named Aggie, or a kid with warts, or a 
platypus, or a hootchy-kootchy dancer— 
that will, in any current situation, interest 
prospects more than the things for which 
they are prospects. Isn't advertising won- 
derful? 

(Mr. Bedell discusses retail advertising 
in this continuing feature. But occasion- 
ally, as here, he brings the retail view- 
point to bear on national advertising.) 


' 
| 
1! 
it 


yor ae P > et | dee ae 3 Sine A, (a IP ae Eo US a Ele ae ae ere i io) OE mee ae Tr = \ ae el Mngt 2 eee 
ote ys pao ae ek i hae * TE aS Bg 4 Sie ag ke Bree i ary Sa Lote a ae Pear g re 
ier ge i oO ; Soa ie: eee 2 sa cee ae Beth A ea eae 6 hae SS en oe 
ae at : 7 aa 
mee | , : , re: 
Penola! *  .@ 
pet ; ze 
ea . 7% 
$ 4 % e 
eg oe 
2 se 
aes > hs 
ti 
en ~ 
; & e 
) he 
oe ’ 
{ * ; 
eS = 7 
Po | 
ite a4 | 
3b oe Z 
i a 
2 my i: 
S 
pe ’ Sth 
: & 
ai | 2 
; - : 
5. ea 
¥ age. 
. ‘ mh ees 
ee iat 
~ a 
‘ «RR ee 
: _— a 
= 
7 jh ie 
aa 
| pe ! fae 
2 See 
: 2 
x, + 4 * ¥ oe fe 
< ; _. ° . a sheen ten 
Sa aad | By ~~ ‘e- 
7 Ee ee + : ZR 1 soo “ 
‘ ca A Sea ye “Ses 
; ES a . et a ae 
a ; . i re : ; at bag 
| s Boos ies, ‘ haa 
<< e > = g :  * ae ¢ F a 
at | ’ e he ae ” a by Pg 
4 ' R 7 aoe a ; as - male 
i / ‘ 7 Ps, x a Bae 
; ' Fim on te f od 
| os a ; . ' = % 
F oP a = , . oa 
. ae, oie ‘4 _—*. 
: ’ ets / 7 
+. aes ae a 
; . hs - be 
: : 7 ‘Se 
a 7 ee gee 
PS i ba y ; ae Sax y) 1 = 
2 = ae Ea io Se e 
oe as eo i». pas 
= : - a 4 * y . ‘ vhr m 29 
We 4 - ae 
|______ SS oe 
wes i ORFOEATION AMO WEMDARIES } ? - 
: MALL LARORATORMES, mC f 
Sas 4] <MAGON, mC :! : 
| 1 a . 
— ee 
‘ ¢ ‘ 
: ‘ ae 
by ; F 
es . ot cy. 
E po é 4 
= a ms ‘ 
ie A foe 9 dese 0 Es hs 
¥ j cat” as becouse of con qnoxialinniiommmit nits e: Ve 
oe ax Ee < * 
; : BO — Mees Ve 
es , . oe 2 
a ©) Ss; e) as ee 
. t —— coreens sol coudhis "Ths Righs Sie Pas Ae 
ae EET 4 
= e mt oon fours Ash Ul fur 5 free faite . ‘ 
4 " eee te Peo lor rue a. oF 4 bi 
‘ ul i e 
i? 3 RAF 
; | Po . : 
6 q , o : 
i af — : 2 ri 
or: oe ae a 
Ee rae 
i, ce ee io — 53 . i iz . 5 dele 5 4 <a Ge. De naes 
re PP, : a ; REREAD 2) cues ee Baas Se fee i”) SE Se ie at epee Me as 
2 tig ae eee Re. Bese Ly Pa F Pees: et Oa eRe ieee ee m et ae ’ San rey as ir on ce ae kis mat) 4 Ds ee re ea yn 2am ; vie aes E ras 
Ls, Re Lee ys, eee oS aoe Tees i . epee : ey ia ee 2 ae SCT 9 peerimeepe PU ee OS ee _ 
so, ane aa ae ee A. ae < Ea iS putas tits. voKeicaeie = etd Pa jy Seca ie ee Gti Me eee LG 


76 


Salesense in Advertising... 


On Cuteness in Ads and Palmar Sweat 


By James D. Woolf 
Advertising Consultant 

The other day I fell to talking about 
advertising with a neighbor of mine, a 
Mrs. B. She is a cut or two above the so- 
called “average housewife.” She comes of 
“fine folks,” has had three years of col- 
lege, is devoted to good 
books, good art and 
good music, and is an 
extraordinarily suc- 
cessful wife and 
mother. One often 
hears her friends speak 
of her as “intelligent.” 

What I expected 
from her (but not too 
hopefully) was a wise 
and discerning view- 
point on advertising. But Mrs. B let me 
down. “I just adore advertising,” she bub- 
bled, “that is cute.” 

“For example?” I prompted her. 

“Well,” she exampled, “those babies 
in the Phillips 66 ads are just too darling 
for words. I love babies, you know. I 
never miss looking at the Phillips ads and 
at the outdoor posters, too.” 

But, alas, it turned out, when I pressed 
her, that she couldn’t remember ever hav- 
ing bought Phillips 66 gasoline. For some 
reason, which she failed to make clear, 
she regularly patronized Conoco stations. 


James D. Woolf 


s Mrs. B also thought the current Arrow 
shirt ads were “cute.” “Both Fred and I 
think they are the cleverest things,” she 
effervesced. “They represent my concep- 
tion of a good advertising idea.” 

“That means then,” I commented, “that 
you're buying Arrows for Fred, or that he 
is buying them for himself?” 

“Well, no,” she confessed, “I've been 
buying his shirts and such things at the 
Sears store here for a long time. I’ve got 
40 watch my budget, you know. We think 
sears is a little cheaper, and the shirts 
are nice.” 

Mrs. B informed me, too, that she 
thought the new Jell-O ads were “very 
amusing.” She called my attention to the 
-urrent color page showing the skinny, 
undernourished youngster swinging 
jumbbells in a pathetic effort to develop 
is muscles. While the copy did not say 
so specifically, there is certainly a sug- 
gestion—-subtie and covert though it is— 
that Jetl-O is a muscle-builder 

Now it happens that Molly’s youngster, 
Freddie, is definitely on the skinny side, 
and this has worried her a great deal. 
“Since those ads have impressed you so 
much,” I teased her, “I'll bet that you're 
simply stuffing Freddie with Jell-O. To 
build his muscles, you know.” 


8 “No,” she admitted a bit sheepishly, I 
thought, “I am not. I don’t know why, 
exactly. Guess I just forget it when I shop 
at the supermarket.” 

Then we got around to motor car ad- 
vertising. She said she liked best the Ford 


poster, now of rather ancient vintage, 


Tips for the Production Man... 


which featured the two frustrated canines: 
“It’s no use, Mac. It’s a V-8.” She also 
thought the Ford zoological campaign, 
which ran during and immediately after 
the war, was much “cuter” than the pres- 
ent Ford advertising. 

“Have you ever owned a Ford?” I asked 
her. No, she hadn’t. Fred had always pre- 
ferred a Chevrolet. 

And so it went. Molly is just crazy about 
“cute” advertising. But I heard nothing to 
convince me that she is just crazy about 
products that are being advertised by 
“cute” advertising. Seemingly none of the 
“clever” ideas that are making her and 
Fred chuckle with amusement are having 
the slightest sales impact on their con- 
sciousness. 


® This conversation with Mrs. B once 
again confirms my conviction that house- 
wives, average or otherwise, are totally 
unreliable guinea pigs when their opinions 
are sought on the merit of a copy idea. I 
have observed that consistently they fail 
to evaluate it as an instrument of Sales- 
manship in Print. 

I have never heard a woman say that 
the copy in the Sears’ and Ward's catalogs 
is “cute,” “clever,” “cunning” or “ador- 
able,” but the fact remains they respond 
eagerly to the sensible and credible rea- 
son-why product presentations that cram 
their pages. It is for this reason that I 
have always been troubled over the relia- 
bility of the readership ratings. 

I have before me a letter from O. E. 
Sovereign, secretary and treasurer of the 
Aladdin Co., Bay City, Mich., maker of 
“Aladdin ready-cut houses.” Mr. Sover- 
eign, an able adman, appears to be ap- 
palled at the Chicago Tribune’s scheme 
to test copy via the psycho-galvanometer. 
So am I. This new gadget (AA, Aug. 18) 
“measures reactions of the subject’s auto- 
nomic (or involuntary) nervous system 
as he views each ad. Electrodes are at- 
tached to the forearm and palm, estab- 
lishing a circuit, and reactions expressed 
through palmar sweat are registered on 
a graph.” 


® As a machine of scientific accuracy in 
measuring “palmar sweat” this newest 
marvel may be all that is claimed for it. 
Its weakness, as I see it, is that in its eval- 
uation of copy, salesmanship will have no 
significance. 

Imagine the results when the electrodes 
are attached to Mrs. B’s forearms and 
palms! Imagine the torrents of “palmar 
sweat” that would flood from her glands 
upon exposure to one of Phillips 66’s 
“cute” baby ads, or to the skinny lad build- 
ing his biceps in the Jell-O ad. Imagine 
the cascade of “palmar sweat” as she gig- 
gles over the antics of Li'l Abner in the 
Cream of Wheat cartoons! 

I'm not experting. Maybe the gadget 
has something. But be careful not to select 
as guinea pigs those millions of house- 
wives who think that Phillips 66 babies 
“are just too darling for words.” 


Do's and Don'ts on Care of Artwork 


By Kenneth B. Butler 
Next to Somerset Maugham, my favor- 
ite living author is William Feather. For 
many years I have found choice reading 
and philosophy in the writings of this 
indefatigable editor of various house mag- 
azines, particularly “Imperial Type Met- 


al Magazine” and “Imperial Zinc Maga- 
zine.” 

In a recent issue of the latter, Mr. 
Feather tossed us out a heavy one. He 
wrote that he would like to see some en- 
graver publish a small card with “Do’s 
and Don'ts on the care and use of art- 
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and money. 


these statements. 


Heatmaster? 


r- 


How Much-and Why? 


These three advertisements, from the Aug. 9 issue of The Saturday Evening 
Post, we have selected as a text for this week’s sermon simply because they 
contain claims which, to us, at least, represent a tremendous waste of space 


Let us be specific. Deepfreeze says you can save money and live better 
with a genuine Deepfreeze home freezer. How much money can we save? 
How much better can we live? The copy doesn’t say. It simply tells us that 
“the best and safest place” to store picked fruits and vegetables is a genuine 
Deepfreeze home freezer. Why? Our GE works fine. 

Another advertisement informs us we can “cut wood easier, faster and 
more profitably” with a Homelite one man chain saw. How much easier, 
how much faster and how much more profitably? If Homelite can make this 
claim, it must have some facts to back it up. If it has the facts, we'd like to 
know what they are. If it hasn’t the facts, then it isn’t justified in making 


Meanwhile Heatmaster automatic water heaters announces—at a time 
when we prefer reading about Peary’s exploits at the North Pole—that we 
get “top hot water economy” with a Heatmaster. Just what is top hot watér 
economy? We are asked to “take the word” of a gentleman named John 
De Belak, who is described as a prominent heating and plumbing contractor 
of Milwaukee, that “for long life, operating efficiency, and economical hot 
water service ...there’s nothing better than C-E Heatmaster.” Come, come, 
Mr. De Belak, this sounds like a ghosted speech. What do you mean by long 
life, operating efficiency and economical hot water service? We heat water 
with twigs picked up from our neighbor’s lawn and lighted with matches we 
have bummed during the day. Can you top that hot water economy with 


There are dozens of advertisements making claims just as vague as these. 
No wonder so many people who figure out their budgets in pennies think 
advertising is just so much hot air. Next winter we're going to forget the 
twigs and the bummed matches. Takes too much time, and time is money. 
We'll just save these ads and distribute them judiciously about the house. 


You Can Cut Wood 
Easier, Faster 
More Profitably 


work intended for the making of photo- 
engravings.” 

An excellent idea, and Mr. Feather has 
given us a few hints as a starter: 


8 |. Do not use wire paper clips on pho- 
tographs. They may cause marks that will 
not come out. 

2. Never fold or roll copy. 

3. Keep marks of any kind off photo- 
graphs. 

4. Be accurate. 

5. Indicate size and crop marks care- 
fully on the margin or mount. (Use china 
marking pencil or grease pencil.) 

6. Do not file retouched photos with 
oily overlays such as draftsman’s tracing 
cloth. Greasy spots are often transferred 
to the retouching 

7. Be sure to flap all retouched photos 
to prevent scratches. 


® At this point Mr. Feather takes off on 
the delights of Swedish food, but I will 
try to augment his list of precautions: 

8. Do not write heavily on the back of 
a photo. The pressure penetrates the pa- 
per, marring the photo. 

9. Instruct retouchers to transfer in- 
formation on back of the photo to the 
flap before mounting on a stiffener, in 
order not to lose necessary identifying 


information. 


10. When mailing retouchings, photos, 
or artwork, put them within a real stiff 
stiffener that will protect them from 
bending. Marking “do not bend” on the 
envelope is like telling a child to stay 
away from matches. 

11. Don’t write heavily on flap or ov- 
erlay. It mars the photo. 

12. Don’t crop with scissors. Use crop 
marks instead. 

13. Frequently-used photos should be 
mounted on a stiff cardboard, to avoid 
bending and cracking. 


# 14. Rub off old crop marks when re- 
using a photo intended for new dimen- 
sions. 

15. When specifying outline halftones, 
be sure to indicate what is to be retained 
and what eliminated, unless the subject 
is extremely simple. 

16. Don’t put rubber bands around cuts. 
There is a chemical reaction that ruins 
the cut. 

17. Mark retouching changes on the 
overlay flap, not on photo. 

18. Store carefully. Photos in file fold- 
ers; retouchings flat, preferably in blue- 
print drawers. Classify by subject matter. 

Some enterprising engraver may carry 
on from here. Both Imperial Type Metal 
and ADVERTISING AGE gladly give permis- 
sion. 
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in Advertising 


Dispatch carried 17,547,532 lines of advertising .. a 
1,327,395 lines more than in the first six months of 1951 
and more than in any other first six months in its history 


gp etins the last 10 years the St. Louis Post-Dispatch has 
more than doubled its advertising lineage, going up_ 
testis 14,586,811 lines in 1942 to 34,091,238 lines in 1951. 


These figures emphasize the increasing acceptance 
the St. Louis — by eaeertiears as well 
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The Lasker Story... As He Told It 


The Prologue Ends; Lasker Takes Full Control 
x 


In last week’s instalment of the “Lasker story” 


the tracking down and 


hiring of Claude Hopkins was reported. This week Mr. Lasker ends the 


“prologue’ 
on early automobile advertising. 


’ of his talk, as he calls it, and delivers himself of some comments 
He and Charles R. Erwin, his partner, 


come to a parting of the ways, and Lasker takes over sole ownership of the 


agency. 


I “remember well going to John N. 
Willys when he bought the Pope plant 
and didn’t have a cent, and none of the 
manufacturers of automobiles believed in 
advertising, and saying to John N. Willys 
that if he would leave it entirely to me, 
I would advance him $200,000 to prove 
what advertising could do to build up a 
client, but that he mustn’t interfere. 

John Willys said, “All right.” He didn’t 
have any money, therefore he didn’t have 
anything to lose. I gave The Saturday 
Evening Post the first order it ever had 
for a double page ad other than a center 
spread. It was supposed you could only 
use a center spread for a double page. 
The reason I did it was that when we 
worked out a story on a thing as news, 
he automobile, we found we could make 

much more compelling in a double 
age. 


Then there came to us Reo, and we 
andled several automobile accounts. 
hat was the beginning of all big, modern 
ivertising in the automobile field, and 
am just having some of it dug up to 
ove my point. 

Someone said to me that they felt the 
hrysler advertising was wonderful ad- 
rtising, that announced the Chrysler 
r. It was. It was wonderful because it 
as news of a new car. In the last num- 
r of years there have been scores of 
ilures of established car makers, but 
one started a new car, and so this was 
ws. 

I am digging up these old advertise- 
nts of 15 years ago that we did for 
dson when they started—Reo, Overland 
to show that the Chrysler advertising 
s identically and exactly what we did 
years ago to get these people started, 
th no change at all save to describe 
“hrysler instead of the people we de- 
scribed, because we had to give salesman- 
ship in print and the reason why. 


# So what did we do? The people lacked 
confidence that an automobile could go. 
It was in the early days, with all kinds of 
troubles. The automobile was the horse- 
less wagon; the boys stood on the street 
corner and hollered to the man as he 
passed, “Get a horse! Get a horse!” So 
you had to make the people believe in 
them. 

And the quickest way that Hopkins and 
I saw to make them believe in the prod- 
uct was to make them believe in the man 
behind the product, so we always ex- 
ploited the man, on the theory that if we 
could make the man behind the product 
great, then the public would accept his 
product as great. 

I give this parenthetically to show in- 
terpretations of salesmanship in print 
and the reason-why. But I have strayed 
from the main point I was making. 


e After about 1915 we got out only one 
more book, because we had pretty well 
enunciated the fundamental principles of 
advertising and we didn’t get much re- 
sponse and request for our books any 
more, because the truths that we had 
learned first by that time had rapidly 
spread. If anyone had asked me from 1905 
to 1915 to recommend to them another 
advertising agency, with two or three 
exceptions I couldn't have honestly done 
it, because I didn’t believe in them; I 


knew they didn’t know. 


But today the country is full of good 
advertising agents, of men who know the 
advertising business. It is full of men I 
wouldn’t hesitate to ask to do my adver- 
tising and feel safe in their hands if I 
wasn’t connected with Lord & Thomas. 
Advertising, out of that crystallitic stage 
has become a full-grown profession, and 
I believe today it is more exactly known 
by a greater percentage of men in it than 
are law and medicine known to the men 
engaged in those professions. 

Now, I am proud to be in a line that 
has so many able houses in it, and I 
trace for you the history of modern ad- 
vertising, that the impetus for it and the 
genius behind it was first in this house, 
and each of you can prove it for your- 
selves, prove it to yourselves intellectu- 
ally, so you won’t have any doubt in the 
world about it, and I will tell you how. 


s You know how businesses get reckless 
when they are poorly managed in certain 
ways. Unfortunately we only kept, in the 
course of years, one copy of each book, 
and that is all we have left. But if you 
will take the time and read these eight or 
nine books that we published (printed 
in them is the year they were published) 
you will see from the style in which they 
were written that the facts therein written 
are disclosed as facts that undoubtedly 
were never written before. The very 
style of writing, the very method of pres- 
entation, shows that it has to be written to 
readers who had never before compre- 
hended or thought of these things, and 
that it was in a field where no one had. 
Do I make myself clear? Any man can 
prove that to himself. So it means some- 
thing to you traditionally to be in the 
cradle home of modern advertising. 

Now, that covers the first stage of our 
development as known to me. That is the 
first chapter of my history with this firm. 
This is a play with a prologue and three 
acts written and an epilogue to be written 
that I hope will be never ended. Most 
of you will only play your part in the 
epilogue. The prologue was Lord & 
Thomas in the twenty-odd years of the 
early stages of advertising, before I came 
with them, and the first two or three years 
that I was with them. 

The first act includes Katz and Ken- 
nedy and Hopkins. 

Now I come to the next stage, to the 
next period. 


® There have been an awful lot of per- 
sonal pronouns in my talk here today, 
and I have a reaction against a man who 
talks about himself. I am not talking about 
myself; I have to use the personal pro- 
noun so much because I am trying to tell 
you the history of the business as I view 
it and the part I played in it as a pupil 
under men who taught me. 

Undoubtedly if Mr. Bullis or Mr. 
Troupe, who have been here longer than 
I have, would tell you the story of Lord 
& Thomas, they would have to tell it to 
you with the personal pronoun, from the 
angle at which they saw it. It merely 
means the angle at which I sat in the 
picture, from which I saw it. But, at the 
same time, I have to use the personal pro- 
noun because the history of Lord & 
Thomas was so much affected by my own 
personal actions in history. 

I might say that Mr. Thomas died in 
1906 and by a contract between Mr. Erwin 
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NO SWEET TALK—Even in 1905 Lord & Thomas was not mincing words, as indicated by 
this spread from “Judicious Advertising” showing “real advertising” and “real waste.” 

The Peerless ad, on the right, obviously not done by L&T, was described as “a Beautiful 
Example of REAL WASTE—of the Sheer Squandering of Good Money on the part of 
the Magnanimous Magazine Advertiser. This pretty pictorial pandering to Art for 


Art’s Sake, as opposed to Advertising for 
About 8 Cents.” 


and myself, who became his partners on 
Mr. Lord’s retirement in 1904, Mr. 
Thomas’ interest reverted to us. In 1912, 
or maybe sooner, I bought Mr. Erwin 
out. Mr. Erwin is in business today with 
the very able, fine firm of Erwin, Wasey 
& Co. [He died in 1926 at his home in 
Winter Haven, Fla.] Mr. Erwin had been 
with Lord & Thomas for many years be- 
fore I was with them. We were men who 
separated the very closest of friends, and 
in all the years I was connected with 
Mr. Erwin he never did anything but 
give me the fullest opportunity and tell 
me he believed in me, and if he ever had 
any opinion differing from mine, he was 
always insistent on giving my opinion 
free sway. 


s But Mr. Erwin understood that I felt 
that advertising had not been explored 
and was not understood, and that I 
wanted to do constant experimentation, 
and it worried me every time I did some- 
thing that caused a loss of a lot of money, 
as I did in the course of all these years. 
When I did something that made money, 
it made me happy, and when I did some- 
thing that lost a lot of money, it worried 
me and it cramped my style. I told him 
that I wanted to be a free lance so I 
could try out anything or refuse to do 
anything that anybody might suggest, if 


Business Sake, has a Commercial Value of 


I desired. 

Mr. Erwin had ideas which he wanted 
me to try which I didn’t want to try 
and wouldn’t try—ideas that I have since 
been forced to adopt and that helped him 
build up a great business and that we 
had to take into our business. I want to 
give you all the facts. 


I know now that what he adopted was 
something that makes advertising com- 
mercially more salable and palatable to 
an advertiser, yet has nothing in the world 
to do with results. I wanted to take all 
this out of the agency business, I wanted 
to refuse to give it to advertisers, and re- 
fusing to give it almost put me out of the 
agency business. It was a great error of 
judgment, but it came only from love of 
the art. I hated to see this great art, this 
great force, dolled up like a Christmas 
tree, in things utterly extraneous. [Mr. 
Lasker is apparently referring to art in 
advertising, to which he had a strong 
initial aversion. He wanted functional il- 
lustrations, not “art.’’] 

I could not and would not say that to 
any advertiser today; that would prejudice 
them against us. But if I was an adver- 
tiser of anything I owned alone—and there 
are a few wise advertisers—I would show 
them basically it was copy—copy alone— 
that makes advertising pay. 


Next week: Mr. Lasker admits he was wrong (and Erwin was right) 
about the role of art and design in advertising, and delivers some cogent 
comments on whether an advertising man can successfully control a com- 
pany whose advertising he handles. He has a breakdown and spreads him- 
self too thin over too many enterprises. 


Mail Order and Direct Mail Clinic... 


Watch for New Products 


By Whitt Northmore Schultz 

“How do you shop for products to sell 
by mail?” 

In my capacity as a mail order consult- 
ant, that question is beamed my way more 
than any other single query. 

I've done a great deal of research and 
field work on this most important part of 
selling by mail. Here, then, are some 
recommendations on where to find salable 
mail order merchandise: 


1. Get your name on as many mailing 
lists as possible of manufacturers of gifts, 
toys and housewares, for example, if 
you’re planning to build a business in this 
proved field. By doing this, you'll receive 
news of any products created by these 
firms. You’ll also receive their regular 
mailings—cards, bulletins, catalog sheets, 
as well as master catalogs, if they’re 
issued. 


2. Visit as many merchandise shows as 
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To evaluate periodically the worth of Drug Topics for its advertisers, 
we retain Daniel Starch and Staff to measure Drug Topics’ reader 
interest among retail druggists. 


Already Starch has made four Drug Topics readership studies over 
a period of 13 years. The findings of the last one covering the June 30, 
1952 issue have just been released. 


Scores new high editorial readership ratings by Starch 


MO Nae NEWSPA 


This latest report shows that the June 30th issue of Drug Topics 
scored the highest average readership ratings editorially compared 
with the previous issues that were checked by Starch. 


These top readership ratings indicate that today Drug Topics is read 
more thoroughly than ever before. 


You'll surely want to study this latest Starch report. And you'll 
want to go over the June 30th issue with a Drug Topics representa- 
tive to check for yourself the readership ratings of not only news 
stories and regular editorial features, but also the ratings of the ads 
that ran in this issue of Drug Topics. 


A letter or phone call to the nearest office listed below will bring a 
Drug Topics representative to your desk side with this latest Starch 
readership study. 


Drug Topics 


330 West 42nd Street, New York 36, N. Y. 


LOngacre 3-2400 
E. D. Duncan John J. Walsh 
625 Williamson Bldg., Cleveland 14,Ohio 520 N. Michigan Ave., Chicago 11, Ill. 
Phone: Superior 7-1768 Phone: Superior 7-1065 
Charles D’Huyvetter Nelson Harway 


22 Marietta Street, Atlanta 3, Georgia 3754 W. 54th St.,Los Angeles 43, Calif. 


. Phone: Cypress 2334 Phone: Axminster 2-1644 
ER F OR RETA TL PHU GG ere 


eh " 
A etc Bele) ie. he dae AL 
ae, nex «| Sey ear 


i ig B (one Bee ee EE : ce | <a ree pie eae ot ee fe ” | Nae = a a eee re ke 
aes eel ak: = Cae ae ae eherc. CAR ee ack epee ami. er es ae Bears (Pe a 7 ¥ oe: ‘7 ee ee 1S Te SA Se e 
: or pire as 5 Si) ee - ; Bete. aa be Be Pe er Gee Pay Re 3 ies a a ars re a oe am He aa ice. : 
Sy SPs < “ ES ec 
= “<= 
f gee ‘ 
- . j ‘a . 
- : 
“ye 
4 “e 
1 
ate Pe Seas ate ie pays ‘ Gp tee eh “at eas a 2 Oa =) ae 4 
at or oa on : a : ce a haa , 
Pee a ag : : eee Seen aoe 
Ben Be? a 7 ime ee aaa. hie oe 
eae tate sae ea ; z : 4 a si = ‘eal 
pe oe . : : ites: ia ec 
eas, oa “A ‘ ae 3 fe + Pe eee > AER 
fr ie ee @ en ais (eS, ot _ eae eateries 
Nae eee oe . a J ae SE REE sl meee % 
Ree pisces a : a Ris Lares Te Bi ed 
ae epg? * " iy es: ea ease + \ See eae 
ane Pei : r: Fk mE tes et Deo 
ap ai 4 1 s <. : Ree a: ey ge Rival . noe ee ? 
Bs bees sie a ait ‘ , is: ae eee Beare et Tas 
a Ries 2 4 oa aS ae iw 07 ee eee ae ae ~ -& ae A > LM os seam “. SS 4 eae “a Ss 
a ee ee : ‘ Pe ee) ae ec : i > n ie err uP, ‘ ‘e eu 
+ 2 aa \ \ : : sre . 
¥, ae iq : ™—™ / jf 
ed e eee 
Ke A « ‘ P : = ea g ie 
Bes 7 . 
‘ : 4 . « 4 : ; . et ‘ 
i ‘ : i an SS 1g . 7 A a ba a os ae al 
Zit shedor °  — 2 ai > “ > Ra ee < A £ 
: 2S Se re oe - Pod ee 3 
# Seas oe ‘ r. Ses : . re: oe 3 
; Ces gad te s ke eS 
eat aia ey a Se eee eae 
: ite ee i Cae a 4 
: pes , a c ae ei 
aa a Z * ea SS 
" ate a ae ee Ss ae 
a ie Aes 3 at ees . - > ia ee 
ara ee i aera? ce toe = o ‘ Hay § e ere. ; ene Se: : Fa eae Z ‘aa ys bike ie : , 
; a ek ae 
ee ones 
S rectad 
: = ya a 
: eS 
eh Sy 
- ¥ . t kp 
es 
i 
sce 
shee 
re 
= try ree 
7a Pa 
; ee 
es an faye 
& i ia 
poe. 
L 2. 
aM 
% Paes " 
| eee 
¥ mee . 7. 
me se 
. 06 ee 
eee 
| Bes 
ee, 
‘ { ae 
: | ee 
: | 
: | Rae 
| Geeta 
| yo aie 
i | oy ¥ 
| Boos 
7 ast 8 
ra ‘73 SY 
eae 
; + Ra ae 
2 , iT eail aeS 
ee) a SS 
: i 
‘ ing i. ik 
MGs = gil 4 
King { oe = 5 F 
) y ; a } eS 
, q ae 7 Sym 
ms S # 
es a {ae ’ = 
zee 1 a . i 
va. a bat 
ee ae - , 
Bay? —— A : ie 
: ‘ ee ce : 
iy a % sin 7 Wa : <<? 
Z y : wt gs hay ‘ au 
= jf ose 4B etl. 
y we ld os Jats ae ee dite . ’ ; 
fat —_— coe 1s 
. ‘ at Sid a Ae es - $ - Ee > = i 
# Saat , :] ore. \ ee Bic te Oe, : ie 
na eet i Be ral ouer £TUe Llp “ : 
ft: ee ie te § PS ae aye : 
eee J e bs eee Sa : 
- — “a 4 } , at 
& es wot -= 
ae . , r 4 ey 
oO { x. LA - ae 2. < 
<a ee a ¥ 2. Be os gaa Rh 
f ey ae ; seg i oe peaateall cae tee 
a Y se fe ae rae 
i a fee an F ae ee 2 ¥ om Fcc : 7 Fe 
= Ar Gite et tie Ue Meme : 
at ; ~ = ry, = ne 4 idaililiih } 5 
es Ps 5 ae eee — SS , Ae eee ee -- . P z 
Ie: tye é aay > °.)  ——Z ‘ >> , we 
: ee : ; 
ai i} bi aa etme a f ® ai . ; 
ri ; a . , aan ae ‘ ree. + 
ee - agate) SUMMA = 5 vi in a 
ing 1 ie oe a , - . Be: : 
oe oe ener “a : 
e a bl . , Rs , r ' re £ 
: THE  O@L Ye wel ri ) 
: , < 
qe: q ; 
soe { a) ‘¥ 
ee ae log 
va a aT Pen : k z : z , : ar a ; ie ie 
pe A: Re ae es siege es or r ee ge | 2h Sa aes pnt Se (ee || oe, ta Meer ee eats 
ae See | — a | re ER eS. a a 
Mee. ies e “eit ft Saale ere pie a ee iy an ct iS ae Bee one Se eee ee 


you can, You should “window shop” these, 
quizzing the salesmen about their new 
products or the company’s plan to intro- 
duce new merchandise, and when this 
will be done; learn what are the “hottest 
sellers” at the show, etc. Chicago, for ex- 
ample, has two gift, two stationery, two 
houseware, and two jewelry shows a year. 
There's no admission charge to these 
shows. 


s 3. Shop the best stores in your area, 
searching for the new, the original, the 
unusual, Or, perhaps, the old, that’s still 
popular, (For example, maybe you could 
invent a new use or a new gimmick to 
add to an old, proved product that would 
spark additional sales. This has been done 
many times before by smart merchan- 
disers.) 

4. Search your home town for creators 
or manufacturers of locally distributed 
and salable merchandise. Often products 
which sell well in an isolated locality can 
be nationally promoted with success. (I 
recently found two excellent mail order 
sellers in a small town of 10,000 people. 
Both products are made by housewives in 
their basements.) 

5. Contact your local chamber of com- 
merce. Ask if they'd please be on the 
lookout for new products or if they'd tip 
you off on new manufacturers planning 
to move into your town. (Post office 
clerks in my home town have told me of 


mmany new products.) 


6. Study trade journals for information 


and photos of new items. Retailing Daily 
is jammed with news of new items, for 
example. Gift & Art Buyer, a monthly, 
read by gift shop owners chiefly, is packed 
with facts about new products in the gift 
market. 


s 7. Have your friends keep on the look- 
out for good, salable merchandise; the 
more “eyes” you have looking for you, 
the better. Women, particularly, seem to 
have a good sense of what will sell well 
to other women. And remember, more 
women than men buy by mail. 

Another question I'm often asked is: 
“What are some of the requirements for 
a good mail order seller?” A good mail 
order seller, in my opinion, should be: 

. A satisfier of a human need. 

. New—unusual—original, if possible. 
. A bargain; a value—and guaranteed. 
. Not available in every store. 

. Priced somewhere between $1 and 
$20. Items have sold well for many at 
less than a dollar and for more than $20, 
but the $1 to $20 price range seems to be 
best for mail order selling, we’ve found, 
after a great deal of experimenting. 

6. Easy to ship. Not easily breakable. 
Light, because of the heavy, ever-increas- 
ing postage fees. 


Ue wn 


s 7. Priced so you can realize a fair net 
profit (5% to 10%) on each sale—after 
paying for the merchandise, wrapping, 
handling, and mailing charges. 

8. Supplied by a reputable, understand- 


ing, preferably a nearby supplier who 
keeps his promises and ships your re- 
orders promptly so you can give good 
service to mail order buyers. 

Yes, an alert eye can spot a great deal 
of new and profit-winning mail order 
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merchandise, selected with these points 
kept in mind. 

And, if the product is a winner, the 
medium a proved mail order puller, and 
your ad or direct mail piece effective, 
orders and success follow. 


‘Strong, Speedy, Roomy, Stylish’ 
‘New Buick “Skylark” Is Unveiled: It's a Copywriter's Delight’ (AA, July 14) 


I’m still driving yesterdsy’s car of tomorrow; 
It’s proven it’s got what it takes. 

It hasn’t one super or extra appointment, 
Not even four-wheel! brakes! 


No “down-swept doors,” no “sweepspear molding”; 
Would that I had, I might boast. 

It lacks a “short saddle belt molding in front,” 
And I can’t find its “ventipane post.” 


No “Italian-made wire racing wheels” does it sport; 
No “Rapier” styling have I. 

No “Helsinki cowhide with vertical pleats” — 

But I still think I got a good buy! 


I haven't those “taper-through fenders.” No, sir! 
No “Olympic White” paint on the body. 

The original color was unblemished black, 
Though now it’s decidedly shoddy. 


It’s threadbare, it rattles, it steers rather hard, 
It’s old and it’s worn and it’s faded. 

You can easily see what this car means to me, 
And no one can get me to trade it! 


—ALLEN THRASHER, Director of Advertising, The First National Bank of Cincinnati. 


THE PRESIDENT—F red H. Walsh, president of Cunningham & 
Walsh, New York, looks over one of the agency’s books 
following its recent move to 260 Madison Ave. The spire 
on the cathedral at Chesterfield, England (Chesterfield, 
get it?) is twisted because of warpage of the wood be- 


neath the metal sheathing 


veep—Earl H. Ellis, v.p. on the agency’s Liggett & Myers 
account, here is shown comfortably ensconced in his new 
office, where only a file cabinet suggests the agency's past 


quarter century. 


and efficiency. 


THE EXECUTIVE V.P.—John P. Cunningham here is safely in- 
stalled in his new office, following the agency’s move. 
For many of the 25 years when the agency was located at 
40 E. 34th St., it was known as Newell-Emmett. The move 
entailed a transfer of some 3,600 pieces of equipment, 
3,592 book boxes and personal effects. 


CONFERENCE ROOM—Cunningham & Walsh’s new conference 
room is properly impressive. The oval table seats 16, and 
the ceiling lighting is designed for maximum comfort 


Cunningham & Walsh Gets into Madison Ave. Swing 
After 25 Years at the Old Stand 


: al 
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ie 


THE BRASS—Carl Giegerich, v.p., and Fred Siemsen, art 
director of the agency (left to right), admire the new of- 
fice of Robert Newell (back to camera), the agency’s v.p. 
and creative head. Robert Carley, account executive on 
Colgate-Palmolive-Peet, also casts an admiring eye over 
Mr. Newell’s new business quarters. 


2—RECEPTIONISTS—2—The Cunningham & Walsh visitor who 
walks through the agency’s new portals will find not one, 
but two receptionists. That’s Helene Cifra on the left and 


Jean Ross on the right. 
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Peoples Drug Stores is one of the most important drug chains in the 


country. Here’s how, in one year, Gem tripled its rate of increase 
during the annual Peoples ‘Post Recognized Values’’ promotion. 


Each year Peoples Drug Stores hold a “Post 
Recognized Values” promotion featuring brands ad- 
vertised in The Saturday Evening Post. Peoples 
gauges the success by sales increases of various 
selected-at-random preducts. In the 1951 promo- 
tion, sales of Gem Razors and Blades went up 15% 
over the preceding 17 days. Then in 1951 Gem 
stepped up its advertising and put the bulk of its 
magazine advertising into the Post. Note the result. 


t) sicoem 
ma.) ¥ 


Conditions for the '52 Peoples promotion were sim- 
ilar to 51. But the results were far from the same. In 
*52 Gem had the backing of its increased schedule in 
the Post. And Gem sales soared 43.8% over the pre- 
ceding two weeks. That's almost three times as great 
an increase as occurred in 51! The Post's combina- 
tion of millions of families, reader confidence, and 
the most comprehensive merchandising program in 
the drug field could pay off for your product, too. 
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35,175 

12,913 

5 123,213 

eS 28,624 general managers 

47.271 other key executives 
pay for and read The Rotar- 
ian. They have what it takes to 
buy what you sell. 


presidents 
vice-presidents 
owners or partners 


| Chicago 


Guenther, Brown Adds Two 
Terry Carter, formerly with Al 


AMA Marketers Set 


Giebel Studios, has been added to Series of Seminars 


the art staff and Gregory Meier, 
previously with the sales depart- 
ment of Montgomery Ward & Co. 
in New York, has joined the copy 
department of Guenther, Brown & 
Berne, Cincinnati agency 


Joins MacFarland, Aveyard 
Alfred S. Trude Jr., formerly 
with the media department of 
Roche, Williams & Cleary, Chicago, 
has been appointed media director 
of MacFarland, Aveyard & Co., 


We are gratified indeed to 
' have had response from ad- 
ae vertising men here in the 
: Midwest asking more about 
Wagners. We have added 
your good names to our 
7 mailing list to receive 
iPae “Printing Pointers” also. 
An added lift has been the 
letters of inquiry received 
from distant points such as 
California. Now the two 
fellows pictured are flip- 
ping coins to see who'll 
make our West Coast con- 
tacts. 


Lithographers 


Admen from Davenport to Kewanee to Chicago 


Fred Cumblad 


But whether the job is from near or far, the same meticulous care 
and Wagners’ pride-in-printing will go into it. 

If you are ready to learn how Wagners please creative admen with 
good printing. drop us a card or phone ; 
sent to you regularly on request. WAGNERS, Printers, Typographers, 


Ted Nelson 


‘Printing Pointers” will be 


30% in 42 counties, above 50 


in 9 counties and above 70% in 6 counties 


Cx 


- FLORIDA 
TIMES-UNION 


JACKSONVILLE 
National Representative 
Reynolds-Fitzgerald, Inc. 


| in 
e FLORIDA 
3 acm 80° 


2% Based on Sales Management 1951 Survey of Buying Power 
figures end current ABC Reports, using these three papers 
gives you above 20°) family coverage in 52 counties, above 


im 20 counties, above 60 


| THE MIAMI 


New York, Sept. 4—The mar- 
keting division of American Man- 
agement Assn. will conduct a series 
of ten workshop seminars between 
September and February. Five of 
these meetings will be held in Chi- 
cago, Oct. 8-10, and five more will 
take place in New York, Dec. 3-5. 

These seminars are part of an 


over-all plan for 80 small group| 


meetings to be held during the fall 
and winter season by the eight di- 
visions of AMA. In addition to 
marketing, the fields covered in- 
clude personnel, finance, general 
management, insurance, manufac- 
turing, office management and 
packaging. 

Each seminar is a discussion 
group of not more than 15 execu- 
tives under the guidance of one or 
more discussion leaders, meeting 
for three full days in exploration 
of a single area of management 
practice. 


® Subjects to be discussed include 
sales compensation and division of 
territories; establishing a selection 
and training program for sales 
supervisors; organization of sales 
executive’s job; marketing re- 
search; analyzing and forecasting 


Where 
Electric Power 


Production is up 


328% 


since 1940, nearly double the 
168% increase for the U. S. 
in the same period. 


It pays to concentrate your selling in active markets. 


And few papers give such active market coverage as 


Florida’s BIG THREE Morning Dailies. They blanket 


their own trading areas and tremendously strengthen 


your newspaper advertising in virtually all other Florida 


markets. They give you 20% or better family coverage 


in the 52 counties accounting for 80% of Florida’s 


Effective Buying Income, 81% of food sales, 82.8% of 


drug sales, 81.6% of furniture sales, 80% of general 


merchandise sales and 81% of Florida’s total retail sales. 


_ HERALD 


National Representative 
Story, Brooks & Finley, Inc. 


Lowest Cost Coverage in Florida’s Top Markets 


— TARP. 
Morning Tribune 


National Representative 


Sawyer-Ferguson- Walker Company 


Co., St. Louis, has moved its office out of 


SUBURBIA—Tired of fighting traffic jams and parking problems, Padco Advertising 


the midtown area to the second floor of 


the Colonial Bidg., six miles west of the metropolitan center. 


sales of industrial goods; personnel 
problems, and analyzing the sales- 
man’s job and rating his perform- 
ance. 

Details of the seminars may be 
obtained from AMA, 330 W. 42nd 
St., New York 36. 


Coolerator Promotes Sabee 


Norman C. Sabee has been pro- 
moted to manager of advertising 
and sales promotion of Coolerator 
Co., Duluth, Minn, For the past 
four years he has served as publi- 
city manager and more recently 
as sales promotion manager. In his 
new post he will head up the ad- 
vertising department’s activities. 


Transit Gets Toronto Rights 

Transit Advertising Co. To- 
ronto, has been awarded exclusive 
advertising rights on the Toronto 
Rapid Transit System, Canada’s 
first subway. 


Breck Account Handled 
by Sheldon Since 1936 


Both John H. Breck Inc. and 
Wm. B. Remington Inc. have called 
AA’s attention.to an error in the 
“Carter’s Ink Is Going Back to 
Boston” story (AA, Aug. 25). In 
discussing the agency affiliations 
of New England advertisers, the 
story said that advertising of John 
H. Breck Inc. was handled by the 
Remington agency. 

This is incorrect. Breck adver- 
tising has been handled by Charles 
Sheldon Inc., Springfield, Mass., 
agency, since 1936. The company’s 
advertising was commented upon 
enthusiastically by The Creative 
Man in a recent column. 


WIBK Appoints Meadowcroft 

Garvin Meadowcroft, formerly 
in sales and advertising with WILS, 
Lansing, Mich., has joined the sales 
staff of WJBK and WJBK-TV, De- 
troit. 


Water Systems & 


SEE THE FACTS ABOUT THE 


What do you sell remodeling? 


Rural Plumbing?: 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 


TO GREATER MODERNIZATION 


SALES. RESERVE SPACE NOW! 


| GREAT MOTION PICTURES ARE PROCESSED BY PATHE 


Independent Producer 
DOUGLAS FAIRBANKS, Jr.. says: 


“<I never take a chance on any 
phase of production. That's why I in- 
sist upon laboratory work by Pathe.” 


staff, why 


Both New York and Hollywood Have 


35MM °* 16MM ° 


COLOR ® 


If you, too, would like to make sure 
your lab work and processing meet 
every requirement of your creative 


not specify Pathé Labs 


on your next picture? 


Complete Pathé Laboratory Facilities: 
BLACK AND WHITE 


' Pathe Laboratories, Inc. is a subsidiary of Chesapeake Industries, Inc. 
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Democrats Beat GOP to AM-TV Time; 
Both Campaigns Picking Up Steam 


New York, Sept. 4—It looked 
this week as if the Democrats had 
at least one bulge on the Repubii- 
cans—they got there fastest with 
radio and TV. 

While the GOP, and its two 
agencies, Kudner Agency and Bat- 
ten, Barton, Durstine & Osborn, 
were struggling with time clear- 
ance, the Democrats were buzzing 
along, having bought a lot of their 
time before the conventions. 

It was a case of strategy. The 
Republicans had named their 
agencies after the convention, after 
they knew who would be the can- 
didate; the Democrats picked 


Joseph Katz Co. before the Chi-| 


cago donnybrook, in the belief that 
no matter who survived the pre- 
lims, he’d still have to campaign. 

The Democrats will announce 
next week that they plan to repeat 
a 1948 campaign device—an after- 
noon women’s radio show. The 
1952 edition will be launched Sept. 
8, 2:45 to 3 p.m., EDT, and will 
employ the full net of the Ameri- 
can Broadcasting Co. It will star 
India Edwards as mistress of cere- 
monies. 


® Furthermore, the tour which 
Governor Adlai Stevenson will 
take was laid out with TV points- 
of-origin in mind, probably the 
first time in history that TV pre- 
determined the course of a candi- 
date’s wanderings on his way to 
1600 Pennsylvania Ave. 

The women’s show, tentatively 
entitled “India Rings the Bell,” will 
be transcribed, with the mistress 
of ceremonies moving about the 
country and interviewing typical 
fa nilies. Also scheduled for the 
show are records, and a character 
called “Schizophrenia,” whose ap- 
pearance on the show entails 
questions designed to show the 
cleavage in the Republican party. 

If Schizophrenia catches on, it 
is planned to use him in anima- 
tion, or in a cartoon booklet. The 
Democrats have already scheduled 
two comic books (a device whose 
political efficacy was long ago 
demonstrated by the CIO’s Po- 
litical Action Committee), one 
dealing with Stevenson’s life, the 
other with “20 years of progress.” 


s Although the Democrats have 
so far committed $1,500,000 to 
AM and TV (and by their early 
action may have saved as much 
as $300,000 in preemption charges), 
it is believed that newspaper ad- 
vertising will also be used later 
in the campaign. 

Outdoor poster designs, three of 
them, have been furnished to local 
committees, made up in such a 
way that local candidates’ photo- 
graphs can be incorporated along 
with the national slate. 

The Hollywood Citizens Com- 


NBC simulcast this week had re- 
ported preemption charges of $27,- 
100—$19,400 for TV, $7,700 for 
radio. 

The GOP got a break when Lin- 
nea Nelson, veteran head time- 
buyer for J. Walter Thompson Co., 
came out of retirement to work 
with Kudner in buying time for 
the Eisenhower drive. After the) 
election, Miss Nelson goes back to | 
retirement. | 

The GOP has several films| 
operating, one called “The Case | 
for a Republican Congress,” which | 
first appeared on NBC’s “Hats in | 
the Ring” show, and now is being | 
sent out in 16mm, form for general 
|TV usage. 


| 


Blair, Petry Will 


Share Spot Sales 
for ABC Stations 


New York, Sept. 5—John Blair 
& Co., Blair-TV and Edward Petry 
| Co. have been named to share rep- 
resentation of American Broad- 
|casting Co.’s ten owned-and-op- 
| erated radio and television sta- 
| tions. They will handle national 
| Spot sales for each station every- 
| where in the U. S.—except its 
| home city. 

Petry was named to represent 
| WJZ and WJZ-TV, New York, and 
|KGO and KGO-TV, San Francis- 
|co. This company also is expected 
| to represent KECA and KECA- 
TV, Los Angeles, if certain com- 
plications can be cleared up. 

The complications: Petry already 
represents an AM station in Los 
Angeles, the NBC affiliate, KFI. 
At press time Mr. Petry was said 
to be in Los Angeles talking with 
KFI, presumably to clear the way 
for the Petry switch to KECA. 

Assigned to John Blair & Co. 
were WENR, Chicago, and WXYZ, 
Detroit. Blair-TV will represent the 
sister TV affiliates in these cities. 


|® Hitherto, ABC, like CBS and 
NBC, has maintained its own spot 
|sales division to handle selective 
|radio business sales for the net- 
work’s owned-and-operated sta- 
tions. Salesmen formerly assigned 
to this division will be shifted to 
the sales force of the stations 


where they have been head- 
quartered. 
Another network, meanwhile, 


moved in the opposite direction. 
Only recently Mutual Broadcast- 
ing System became a network with 
owned-and-operated station status. 
This week General Teleradio, the 
name under which General Tire 
& Rubber Co. operates its far 
| flung radio and TV properties, in- 
{cluding the Mutual network, an- 
nounced that KHJ-TV, Los An- 


| geles, has set up its own national 
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New hydraulic muscles 
- ‘take the work out of steering! 


You undoubtedly have patients 
whom you are reluctant to per- 
mit to drive an automobile— 
because of the effort involved in 
parking and driving tong dis- 
tances. De Soto's new full Power 
Steering may permit you to 
allow many of your patients 
with post-operative cardiac, and 
back conditions to drive an aute- 
mobile without harmful effect. 


Other advantages 
of Full Power Steering 


=. 
ta 


Full Power Sceering, the lates: 
development in the automotive 
field, is available on the 1952 
De Soro. ft ts « hydraulic mecha 


the whee! with one finger. Parking 
is as casy as dialing « telephone. 


Pull Power Steering is heiptul 
under d/ deveing condawons. 1 does 


a 


De Soro 6 hetrembs jammer “eentes” rrtic es 


At no ume does the driver have to 
work tv keep the car ander control. 


Added safety comes trom De Seto's 
luwer steermg gear rats. 34) seer- 
ing wheel curns now swing the 
tront wheels as far as 5%) tunns 
used to. You're nor only steering 
you te also curning 
che secering wheel « then less on 
every torn. This moans greater 
case, less effort. and vastly increased 
maneuverability. 


mone easily 


Ask for a demonstration 
There are more than 3,000 DeSoro- 
Ptyrmoath Dealers throughout dhe 


coring Bart 


nisas that goes into operaben 4s 
soun as the driver starts no tarn the 
wheel. Ir does fourtiiths of the 
work of steering. Even when the 
cat is standing sill, you can turn 


away with wheelfight on ructod 
toads or when crossing tailroad 
tracks. Ir takes the effort our of 
driving against 4 strong cross wind 


country. The dealer im your com- 
muniry will be glad to give you 
a thorough demoastration of 
De Soro full Power Steering, with 
neo obligation on your part 


AIMED AT DOCTORS—This unusual ad for the De Soto division of Chrysler Corp. 
appeared last month in only one publication—the Journal of the American Medical 
Assn. Directed to doctors, the ad suggests that De Soto's new full power steering 


“may permit you to allow many of your 
back conditions to drive an automobile 


patients with post-operative, cardiac, and 
without harmful effect.” Batten, Barton, 


Durstine & Osborn, Detroit, is the De Soto agency. 


‘Domestic Engineering’ Wins Civic 
Support for Modernization Survey 


Cuicaco, Sept. 5—Domestie En- 
gineering next week will launch an 
ambitious door-to-door “moderni- 
zation” survey in Bay City, Mich., 
which it describes as “the most 
penetrating survey ever undertak- 
en on plumbing, heating, air con- 
ditioning, industrial piping and ap- 
pliances.” 

The survey will attempt to deter- 
mine the need for such types of 
equipment in industrial concerns, 
hospitals, schools, institutions, 
commercial establishments and 
homes in Bay City, which has a 
population of more than 50,000. 

Dr. Charles L. Allen, director of 
research and assistant dean of the 
Medill School of Journalism at 
Northwestern University, Evans- 
ton, Ill., will conduct the week- 
long survey. He will be assisted by 
a 30-person team of researchers, 
Domestic Engineering staff mem- 
bers and advertising people. The 
interviewers will cover 500 homes 
as well as industries, institutions 
and commercial establishments. 


mittee for Stevenson is preparing} sales representation organization. |% Elford A. Cederberg, mayor of 
a motion picture—adaptable for | This organization will have offices | Bay City, has issued a proclama~- 
TV—on the governor’s accomplish-|in the New York and Chicago | tion designating the week of Sept. 
| headquarters of General Teleradio. | 7-13 as “Modernization Week,” and 


ments in Illinois. 

On the advertising side, the 
Katz agency’s crew working on 
the Democratic National Commit- 
tee and the New York State ac- 
counts is supervised by Joseph 
Katz, president. The man in charge 
of the actual operation is Lloyd G. 
Whitebrook, v.p., who handled the 
Empire State Demos in 1950 at 
Ben Sackheim Inc. Also operating: 
John T. McHugh, v.p. and media 
director; Harry Kullen, 
production; William G. White, me- 
dia, all in Baltimore. In New York 
are Mr. Whitebrook, George 
Adams, art director, and Edgar 
Kassen, copy coordinator. Robert 
G. Swan, Katz radio-TV v.p., is 
traveling with the Stevenson 
troupe. 


@ The Republicans are paying— 
literally—for their late start. An 


v.p. for) 


‘Tuna Foundation Names 
|]. Walter Thompson Co. 


| The Tuna Research Foundation, 
Long Beach, Cal., has appointed J. 
Walter Thompson Co.’s Los Ange- 
les office to handle its advertising. 
An intensive consumer and trade 
advertising program is planned for 
1953, and the group is sponsoring 
National Tuna Week, Nov. 6-15. 
The foundation is a non-profit 
organization which was formed 
late in 1951 and which includes the 
ten California tuna packers who 
pack 90% of all American tuna 
consumed. These are California 
Marine Curing & Packing Co., 
Coast Fisheries, Franco-Italian 
Packing Co., French Sardine Co., 
High Seas Tuna Packing Co., Pan 
Pacific Fisheries, South Coast Fish- | 
eries, Van Camp Sea Food Co., 
West Coast Packing Corp. and, 


Westgate-Sun Harbor Co. | 


ithe Bay City Times will carry a 
|special modernization section this 
| Sunday (Sept. 7) devoted to the 
| project. Editorial material for the 
section will be provided largely by 
Domestic Engineering, which is 
jalso using full-page and smaller 
ads in the Times to alert the com- 
munity to the objectives of the 
survey. 

| Contractor-dealers and wholesal- 
ers in Bay City will tie in with the 
publication’s effort by channeling 
their own advertising and coopera- 
tive advertising into this section. 


8 Domestic Engineering will pub- 
lish the initial results of its com- 
prehensive survey in a special Re- 
modeling Issue, which will appear 
in November. Additional material 
garnered from the survey will be 
published in subsequent issues. 


If the Bay City project is suc- 
cessful, Domestic Engineering 
plans to extend it to other cities. 
The importance of such a survey 
is twofold, it states: 

1. It should eventually bring 
more business to the manufactur- 
ing firms in the field it covers and 
should also save them from pro- 
ducing items proved to be unnec- 
essary. 

2. It should benefit home owners, 
because they will find stores better 
stocked with the articles they need 

Modernization Week will kick 
off with a welcoming dinner on 
Monday at the Wenonah Hotel in 
Bay City. Present at the opening 
ceremonies will be representatives 
of Better Homes & Gardens, Do- 
mestic Engineering and Institutions 
Magazine (also published by Do- 
mestic Engineering Co.). 


FCC-Approved TV 


Stations Total 41 


WasuINcTon, Sept. 4—The Fed- 
eral Communications Commission 
granted six more TV applications 
today, for a total of 41 commercial 
grants since the lifting of the 
“freeze.” The commission has also 
granted eight educational applica- 
tions. 

Two of today’s grants were in 
Reading, Pa., to Eastern Radio 
Corp., which is already operating 
experimentally on channel 61, and 
to Hawley Broadcasting Co. The 
commission also approved applica- 
tions of Summit Radio Corp., for 
channel 49 in Akron; WKST Inc. 
for channel 45 in New Castle, Pa.; 
Midwest TV Co., for channel 23 in 
Massillon, O.; and New England | 
Television Co. for channel 46 in 
Fall River, Mass. 


Two Name Jewell Advertising 

Jewell Advertising Agency, Oak- 
Iand, will handle promotion for 
Standard Chemical Co., manufac- 
turer of Sta-Put non-slip rug com- 
,pound, and Mather Mfg. Co., 
|maker of hat racks. 


Ist Canadian 
Video Station 
to Make Debut 


Toronto, Sept. 4—With tele- 
vision due to make its debut in 
Canada this week, advertisers are 
confused regarding the setup. 

Considerable publicity has been 

given to the disagreement—or 
“lack of agreement”—between the 
Canadian Broadcasting Corp. and 
| American broadcasting companies 
on the question of payment for 
programs originating in the U. S. 
| It has been reported that the Co- 
|lumbia Broadcasting System and 
| National Broadcasting Co. have set 
|their fees at 70% of the CBC’s 
revenue from the use of U. S.-or- 
iginated programs. The Canadian 
| broadcasters have rejected this 
|demand—and there the matter 
stands. 


® The official statement made by 
the Canadian Broadcasting Corp. 
was: “The CBC expects to carry 
some American programs in the 
regular television service on Sta- 
tion CBLT. Some U. S. network 
programs, however, which spon- 
sors wish to feature on the station 
and which the CBC thought wo 
fit well in the service, will not 
available as it appears at the pr 
ent time. 

“This is because it has not 
found possible to reach agreem 
between the U. S. networks c 
cerned and the CBC. Arrangeme 
with two U. S. networks are 
process of completion, but disc 
sions have broken down with t 
others regarding the proporti 
of the money paid by the spon 
which would go to the U. S. n 
works and the CBC.” 

The programs involved inclu 
“Studio One,” the hour-long dri 
matic show which was to be spo 
sored by Westinghouse Elect 
Corp.; “Robert Montgomery 
sents,” scheduled by S. C. Johns 
& Son; another dramatic show 
be sponsored by Goodyear Tire 
Rubber Co., and “The Aldri 
Family” for Campbell Soup Co. 


® In the case of the Aldrich sho 
it will appear for two or th 
weeks on film, and then be 
dropped unless agreement is 
reached. 

The CBC has set its charges for 
a sponsor at $1,600 an hour. Of 
this, CBS and NBC are asking $1,- 
120 for the use of a U. S. program 
to be broadcast during that hour. 

One cause of the dispute is a 
difference in setting up rating 
systems. In the U. S., where the 
networks collect 70% from their 
affiliated stations for TV programs, 
the fee is broken down into time 
charges and facilities charges. The 
CBC, on the other hand, has 
lumped these together as a single 
time and facilities charge. 

Unaffected by the whole dis- 
cussion are those sponsors, such 
as Ford Motor Co. and General 
Electric Co., which decided in the 
first place to use Canadian-orig- 
inated programs. 


Promotes Eugene Hoffman 
American President Lines, San 
Francisco, has promoted Eugene 
F. Hoffman to v.p. in charge of 
public relations and advertising. 
The former newspaper man has 
been engaged in maritime public 
relations for about 20 years, and 
has headed APL’s publicity and ad- 
vertising department since 1946. 


‘Raymer Appoints Two 


The Paul H. Raymer Co., radio- 
TV station representative, has 
added two sales executives to its 
New York staff. They are E. E. 
(Jim) Eshleman Jr., transferred 
from the company’s Chicago office, 
and Harry Barnes Tremaine, for- 
imerly of Esquire. 
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Magazines Undisputed 
Media Champ: MAB 


a net figure of $379,571,000 
Network radio and TV also are 

pared. Network radio, which starts 

with a measured figure of $174,- 


(Continued from Page 3) 
shortly after MAB had set maga- 
zines’ tota) at $511,000,000 

On the basis of the only meas- 
urements for the two media, PIB 
for magazines, Media Records and 
Bureau of Advertising reports for 
newspapers, the totals of adver- 
tisers spending more than $25,000 


in each medium are: magazines, 
$468,670,000; newspapers, $412,- 
219,000 


s Now, when MAB begins culling 
local advertisers from the figures, 
magazines lose nine advertisers, 
$1,569,000 in billings, and have a 
net figure of $467,101,000. News- 
papers, on the same basis, lose 350 
advertisers, $32,648,000, and have 


How the 


RICHMOND 
(California) 


INDEPENDENT 


operates its 


EARNED 
MERCHANDISING 
CREDIT SYSTEM: 


STOKELY- 


PRODUCT: VAN CAMPS, INC. 

1/1/52 Earned 

Merch'g credit: $ 6.85 
1952 Credits: 27.78 
New Account Bonus: 0.00 
TOTAL (to date): 34.63 
Merch'g performed 

1952 to date: 35.70 


BALANCE: $ 


Has your product an earned merchan- 
dising credit in the Richmond, California, 
Independent? (Notice thot “New Ac- 
count’ bonus!) For information on your 
product check with Win Smith, National 
Advertising Manager of the 


RICHMOND 
California 
INDEPENDENT 


262,000, loses 19 accounts, $4,518,- 
000, and has a net figure of $169,- 
744,000. Network TV starts with 
a measured $127,624,000, loses 11 
accounts or $1,562,000 and has a 
net figure of $126,062,000. 

Along with this controversial 
means of deciding what is national 
advertising, the MAB analysis of 
billing shows that magazine ad- 
vertising has increased 257% in the 
past 12 years, national newspaper 
advertising by 213%, network ra- 
dio by 109% (although radio has 
shown steady losses since 1944), 


and network TV has emerged large} 


enough to carry 10% of all na- 


tional billing in 1951. 


@ However, speaking of TV, MAB 
notes that despite TV's increase 
of $114,100,000 in billings from 


Number of Advertisers 


Spending $25,000 or More 
in Each of Four Media 


Magazines 
t 


| 
| Radio | 
T | teenie OT | 


Television 


1939 ieee 


1949 to 1951, printed media kept 
pace—magazines and newspapers 
showed an increase during that 


period of $118,300,000. TV at- 
tracted 132 more advertisers (this 
figure is net) while magazines 


increased their advertisers by 214 
during the same period. It looks 


,as if TV were helping other media. 


29 


.in Chicago and 


Beautiful Color Work 


ADVERTISING 
AGENCIES 


to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 


agency-client relations. 


Cung IYUAUEHSs Inc. 


600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


Outstanding Black & White 


out of town continue 


1949°S0 SI) 


195] Expenditures of National Advertisers 
in Four Media, by Industry Classes 


(Includes the 2,384 National Advertisers Spending $25,000 or 
More in Any of the Four Media) 


(In Thousands of Dollars) 
ae : Network Network Total | 
Industry Classification Magazines Newspapers Radio Television Four Media | 
Food & Food Products .... -$ 55,350 $ 67.622 42.147 $ 25,563 $ 190,682 | 
Automotive, Auto Access. é Equip. 40,515 63.495 ° 4,266 11,024 9, 
Toiletries & Toilet Goods ...... 39,257 32,742 25,768 16,414 114,181 
Beer, Wine & Liquor «se» 30,859 36,128 3,173 5.754 5,91 
Soaps, Cleansers & Polishes ...... 10,623 30,565 17,906 11,037 70,133 
Smoking Materials ............ 13,477 14,591 601 17,993 662 
Household Equipment & Supplies .. 33,322 16,712 3.145 8.506 61,685 
Drugs & Remedies ..... -. 13,556 21,126 22,102 2.784 59,568 
Apparel, Pestuuar | & Accessories. 36,383 4.664 596 3,096 44,739 
Industrial Materials ... - 30,143 2,567 2,186 2.698 37,594 
Transportativn, Travel & Resorts . 16,614 17,734 1,256 —_— 5. 
Household Furnishings .......... 6.444 2.4 995 3,518 33,387 
Radios, TV Sets, Phonographs — -. 10,053 14,247 2.708 4,661 31,669 
Building Materials & Equipment .. 22.685 4,302 1,382 109 28,478 
Gasoline, Lubricants & ow Fuels 10,485 9,818 5,087 2.598 27,988 
Confectionery & Soft Dri aan 7.258 7.177 6,264 3,378 24,077 
Publishing & Media ............ 4,401 16,334 179 846 21,760 
Consumer Services .. 10,513 4,187 2.614 390 17,704 
Insurance ....... 8.755 3,221 3,272 391 15,639 
Office Saale. Stationery & 
_ . re 10.892 1,913 918 14,387 
eR... "Optical Goods & Cameras. 7,749 937 1,193 1,969 1,848 
SUED dca G4 v6c6cncccses 5.661 2,283 1,498 610 10,052 
Retail Stores & Shops .......... 5.862 a — 1,805 7,667 
Entertainment & Amusement 3,978 1,414 a oa 5,392 
Sporting Goods & Toys 4,490 605 oe a , t 
Agriculture & Farming ......... 3,618 473 658 — 4,749 
Horticulture .... eC 1,535 84 a 3,746 
Aviation, Access. & Enuvipment sos, Ee 749 — — 2,780 
i nabs vacsansvanes $467,101 $379,571 $169,744 $126,062 $1,142,478 


Note: Expenditures of less than $25,000 by these advertisers in any medium are disregarded, because 
of inability to secure newspaper figures under the $25,000 level. That is, if an advertiser spent more 
than $25,000 in newspapers but less than $25,000 in magazines. his magazine expenditures are not 
included in these totals. Because of methods used in collecting advertising data, each measuring 
| service includes the advertising of certain purely local or sectional advertisers. These local advertisers 
(as well as religious and political advertisers) are excluded in the above tabulation. 


| SOURCES: Magazine. network radio and network television: Publishers Information Bureau. 
papers: “Expenditures of National Advertisers in Newspapers, 1951," 
American Newspaper Publishers Association. 


News- 
Bureau of Advertising. 


MEDIA CASUALTIES AND ADDITIONS 


MAGAZINES NEWSPAPERS NETWORK RADIO 
No. of prewar advertisers 512 (100.0%) 367 (100.0%) 8E (100.0%, ) 
Lost because of 

Business Reasens’ ...... 33 (6.4%) 48 (13.1%) 10 (11.7%) 

Using other media Kea 6 (1.2%) 19 (5.2%) 26 (30.2%) 

Total casualties , 39 (7.6%) 67 (18.3%) 36 (41.9%) 

Prewar advertisers continuing. in 1951. 473 (92.4%) 300 (81.7%) 50 (58.1%) 
New advertisers to medium in 1951' 1,488 637 115 
Total advertisers in 1951 ... 1,961 937 165 


Investing at least $25,000 in the medium in each of the years 1938, 1939, 1940 

Companies out of business, or spending less than $25,000 in national advertising in any medium in 1951 
Spending $25,000 or more in 1951, but in some other medium 

Companies spending $25.000 or more in the medium in 1951, but not qualifying as a prewar ad- 
vertiser—see’. 

Investing $25,000 or more in the medium in 1951. 


more than five times the number 
using radio and TV networks com- 
bined (165 radio, 203 TV). In- 
cidentally, note that more adver- 
tisers used network TV in 1951 
than used radio. 

From 1939 to 1951, 1,301 addi- 
tional advertisers came into maga- 
zines, 417 into newspapers, 37 into 
network radio, 203 into network 
TV. 

Of these advertisers, magazines 
continued to get the lion’s share 
of the budget. Fourteen out of 20 
put their largest proportion into 
magazines, five out of the 20 used 
newspapers as their major me- 


NUMBERS 
Of the 2,384 advertisers that 
spent $25,000 or more in measured 
media, 1,961 or more than 80% 
used magazines; this is twice the 
number using newspapers (937), 


Number of Advertisers 
Spending Most of Budget 
in Each of Four Media 


T rr 


1 


Advertising Age, September 8, 1952 


dium, and one of the 20 used net- 
work AM or TV as their backbone 
medium. 

Among the 2,384 advertisers, 
1,766 (or nearly 75%) used only 
one medium—and for 1,363, or 
nearly 75% of the exclusive ad- 
vertisers, the medium was maga- 


|zines. This figure is greater than 


the newspaper (357), radio (19) 


land television (27) figures com- 


bined. 


CASUALTIES 

MAB also produced figures to 
show that magazine advertisers 
have a much lower casualty rate 
(either to business disaster or to 
competitive media) than do those 
in other media. 

Only 39 of the companies which 
spent $25,000 or more in maga- 
zines in the 1938-40 period were 
not still using the medium in 1951 
—some 7.6%. And 33 of these com- 
panies are either out of business 
or have discontinued all national 


095 | advertising. Compared to maga- 


THE KEY TO THE 
FAST-GROWING 
SOUTHERN MARKET 


2,100,000 in 1953 
Guaranteed and Audited 


»Grier’s 2,100,000 Circulation, concen- 
trated in the fast-growing South, is al- 
most double that of any other publica- 
tion in this territory. 

1,000,000 of Grier’s Circulation goes 


to RFD Boxholders and provides 46% 
coverage of the 2,166,611 Farms in the 
11 Southern States (Virginia to Texas). 
This is 35% more RFD Circulation than 
can be obtained in these states through 
any other publication. 


Write for Rates and Full Details 
GRIER’S ALMANAC 


PUBLISHING COMPANY 
ATLANTA, GEORGIA 


At 


Let Filmack 


Show You How To 


Cut Costs On 


| Radio | 


| Television 


1944 


iya9 ‘$0 51 


Number of Advertisers TV Commercials 


Using One Medium Alone \ 133 


With our 35 years experience . . 
highly trained staff... 
ratory and latest equipment, we produce 
quality TV spots, show openings, ete., at a 
price lower than anyone else can touch. 


FILMACK STUDIOS 


Low Prices You'll Like 


. with our 
our complete labo- 


Send us your copy for estimate 


5 $. Wabash Chicago 5, Ill. 


1500 t a 

| Magaaines| 
| 

| 


72"4 in RETAIL SALES 


among Sales Management's 
162 Metropolitan Areas 


1250 


1000 


Steadily increasing is the standing ot 
the Quad-Cities among the 162 stand 
ard metropolitan areas. Now in 72nd 
place for retail sales volume, the Quad 
Cities continues to grow. And grow- 
ing with the community for over 25 
years, WHBF is a powerful influence 
in the homes of over 240,000 Quad 
Citians——quality people who buy qual 
ity goods—yours included, if you so 
desire. 


Les Johnson, V.P. and Genera! Mgr. 


| 
| 


re Newspapers 


| 
| | Radio 


1939 1944 


1949'S0 ‘Si | 
For TV: 1949.5, j 


1951, 27 


1950, 12, 
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TELCO BUILDING. ROCK ISLAND. ILLINOIS 


Represented by Avery Knodel ine 
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An Index of Magazine Advertising Activity: 1939-195) ncn.y soccer ine, Proce 


vertising Bureau for an advertiser who wanted more of their appropriations in magazines with 1, handle its advertising. 
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. $20,000 WORTH 
: 7 of art and layout 


phia manufacturer and distributor 
of garden products, has appointed 


‘material for only 
This table was prepared by the Magazine Ad- account the tendency of advertisers to concentrate 4 it¢in-Kynett. Co. Philadelphia, jam W Mtl $180! 
A ’ me) ‘ 


to know about magazine advertising activity. It higher page rates. This sample covers about 45 


somewhat better than linage, because it takes into zine volume. | Cabell Eanes Inc. Richmond 


CLIPPER 


has the advantage of reflecting advertising buying magazines, those carrying about 90% of all maga- Cgbe]] Eanes Names Two Multi Ad Services. Inc 
agency, has appointed Robert C.| Law 105 Walnut, Peoria, Ill 


I il ill 


Rate Per Page Per Thousand, 
Leading Magazines 


Year Blac’ White 2-color 4-color Per Thousand =100 


1939 $2.66 $3.25 $3.82 
1940 2.58 3.10 3.65 
1941 2.51 3.02 3.5 

1942 2.45 2.94 3.46 
1943 2.48 2.9 3.52 
1944 2.55 3.05 3.59 
1945 2.54 3.03 3.57 
1946 2.53 3.00 3.53 
1947 2.67 3.19 3.75 
1948 2.77 3.32 3.0 
1949 2.88 3.46 4.07 
1950 2.86 3.43 4.04 
1951 2.98 3.57 4.20 


zines’ 7.6% figure, newspapers lost 
18.3%, and network radio had lost 
41.9% of its prewar advertisers. 
And magazines had shown real} 
vitality in replacing advertisers; 
some 1,488 of the advertisers in 
magazines in 1951 were not there 
during the three prewar years. 


CLASSIFICATION GAINS 

As was reported earlier, maga- 
zines led in 19 of PIB’s 28 classifi- 
cations, newspapers in seven, radio 
in two, in the 1951 report. 

The only significant change 
from 1950 was the fact that news- 
papers were passed by magazines 
in the Gasoline & Oil and the Con- 
fectionery & Soft Drinks classi- 
fications. 

Network TV has yet to lead a 
classification. But its astonishing 
gains in Smoking Materials and 
Beer & Wine were evident; it 
passed network radio in these 
fields. 


Harvey Becomes a Partner 
in Gale Benn Associates 


Les Harvey, for the past five 
years advertising and sales promo- 
tion manager of Porter-Cable 
Machine Coa, 
Syracuse, has 
been made a part- 
ner in Gale Benn 
Associates, Syra- 
cuse agency. 

Mr. Harvey has 
been in advertis- 
ing for the past 
15 years, and was 
formerly associ- 
ated with Heati- 
lator Corp., Syra- 
cuse; Wright les Harvey 
Aeronautical and 
Public Service Corp., New Jersey, 
and Kirk Shivell Inc. (now Shiv- 
ell-Hall Co.), New York, and the 
Stock Exchange, New York. 


Ideal Names Lochridge: 
Turner Added to Staff 


Ben S. Lochridge has been 
named western advertising man- 
ager of Today’s Family, new home 
service magazine distributed by 
F. W. Woolworth Co. stores and 
published by Ideal Publishing 
Corp., New York. Mr. Lochridge 
was formerly on the Ideal sales 
staff. E. M. Rutherford, Ideal’s 
western manager, continues in 
charge of the Chicago office. 

Stanley K. Turner, formerly 
with The American Weekly, has 
joined the eastern sales staff of 
Today's Family. 


‘St. Louis Globe-Democrat’ 
Adcs ‘The American Weekly’ 

Starting Sept. 7, the St. Louis 
Globe-Democrat is carrying The 
American Weekly with its Sunday 
edition. 

The Globe-Democrat carries two 
other rotogravure supplements in 
addition to The American Weekly. 
These are This Week Magazine 
and the locally-edited Globe-Dem- 
ocrat Magazine. It is now one of 
four metropolitan newspapers car- 


Moore as art department head and | 


iv : poe vu wud James T. Reynolds as copy chief. THE CREATIVE ART SERVICE 
Weighted Magazine Index of 
Average Index Advertising Index Magazine 
of Page Costs 1945-1949 Revenues 1945-1949 Advertising 
{in Thousands) _-= tiv 
$2.94 95.1 $152,185 37.4 39.3 
2.85 92.2 166,872 41.0 44,5 
2.79 90.3 179 ,846 44.2 48.9 7 
2.74 88.7 175 ,024 43.0 48.5. | y) 
2.82 91.3 228,499 56.1 61.4 SPECIALTIES 
2.92 94.5 270 585 66.5 70.4 S 
2.91 94.2 304, 562 ~ 9.4 
2.89 ‘ 381,25 93.7 100.2 
3.08 39.7 442,015 108.6 108.9 | SEE THE FACTS ABOUT THE 
3.21 103.9 462,548 113.7 109.4 | 
3.34 108.1 4h4 5537 109.2 101.0 | R ae ERE ee 
= rn neremee DAY C/7Y STORY inthis issue of Advertising Age 
3.45 111.8 511,174 125.6 112.3 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 
TO GREATER MODERNIZATION SALES. RESERVE SPACE NOW! 


rying three Sunday roto supple- 


ments. 


$1,219,000,000 Project 


Time to get Sweetens a Sweet Market 


4 ¥ Over a billion dollars going into construction of 
this atom plant necessitates 30,000 employees 
i i 0 i iS —adds $4,000,000 a week to the already good 
payroll of the Portsmouth Area. Yes, watch 
but don't miss this rapid growth market. The 


Bonanza rise starts from 4 nice $62,500,000 annual 
retail sales base. 


and the “Times” will get you in BIG 


One newspaper covers the Portsmouth area com- 
pletely. Read and respected by this solid community 
—and ready to meet the expansion needs of a 
"fastest growing’ section in the U.S. Ready, too, to 
meet the needs of advertisers alert to the opportunity 
in this dollar packed area—the sound medium to back 
up wholesalers and retailers that know from experience 
that the "Times" keeps you in the money. 


The Portsmouth (onto) Times 


FOR 100 YEARS A DEPENDABLE INSTITUTION 
REPRESENTED BY THE JOHN W. CULLEN CO., CLEVELAND, OHIO 


AFFILIATED WITH RADIO STATION WPAY and WPAY-FM—CBS IN PORTSMOUTH 
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‘American Boy’ Names Wilson 


American Boy-Mark Trail, quar- 
terly adventure magazine for boys, 
has named Arthur Wilson & As- 
sociates, New York, as its eastern 
territory representative. 


AA Photo Engravers Moves 
AA Photo Engravers, Los Ange- 
les, has moved its offices to 1920 
W. Olympic Blvd. and changed its 
tiame to Federal Engraving Co. 


|WEOL Asks FCC Not 
‘to Grant TV Permit 


| - ul 
to ‘Lorain Journal 
WASHINGTON, Sept. 4—The Fed- 
eral Communications Commission 
is having Lorain Journal trouble 
again. 

Several years ago, the commis- 


STEAM 
GENERATORS? 


SEE THE FACTS ABOUT THE 


BAY CITY STORY this issue of Advertising pie 


| What, do you sell for remodelir 


f 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 


TO GREATER MODERNIZATION 


SALES. RESERVE SPACE NOW! 


sion decided that the Ohio news- 
paper was not qualified to own 
an FM station because it was ac- 
tively trying to prevent merchants 
and other advertisers from buy- 
ing time on another local radio 
station. 

Subsequently, the Department 
of Justice charged that the Jour- 
nal was illegally conspiring to 
keep advertisers away from Sta- 
tion WEOL. The government’s 
lower court victory was sustained 
by the Supreme Court. 


s After the lifting of the TV freeze, 
WEOL and the Lorain Journal 
both applied for Channel 31 in 
Elyria. 

Last week, WEOL asked the 
FCC to ignore the Lorain Journal 
application and permit it to go 
ahead with construction of the 
Elyria station. 

WEOL said there is no need for 
competitive hearings in the case, 
since the FCC has already found 
the Lorain Journal unqualified 
for an FM license. 

While Elyria is number 114 on 


A 


the priority list of cities handled 
by the FCC’s processing line B, 
attorneys for WEOL anticipate the 
commission will be ready to act 
on Elyria applications in the near 
future. 


s At the present time, processing 
line B is only at Massillon, O., 
which is city number 27. But there 
are only a dozen applications to be 
processed before the “line” reaches 
Elyria. 

The commission has given the 
Lorain Journal until Sept. 15 to 
answer the WEOL petition. 


Kaplan Appoints Chernow Co. 

Samuel Kaplan & Sons has ap- 
pointed Chernow Co., New York, 
to handle consumer and trade ad- 
vertising of Tempo-Resisto, metal- 
lic insulated linings for apparel and 
draperies. Mort Junger Advertising 
is the previous agency. 


Harris Joins Stahl-Meyer 

Robert M. Harris, formerly with 
Wilkes-Barre Mills Inc., has joined 
Stahl-Meyer Inc., New York, as 
advertising manager. 


| 


One of the nation 5 


toya test matkets 


One a 


Pennsylvania's And City 
HAS 3) OUTSTANDING 
ADVERTISING MEDIA 


they can do it QUICKER and BETTER 


In Erie, Pa., you get complete assistance and merchandising help when you specify 


an Edward Lamb Property to do the job for you. Whether plans call for Radio, 


TV, or Newspapers—or all three, we can be of merchandising assistance. 


Write or call today for complete Market Data—the Erie Dispatch is Erie’s oldest 
and best read newspaper, daily and Sunday; Radio Station WIKK has Erie radio's 
highest Hooperating all day long; WICU is Erie’s only TV station, 4 networks. 
One alone can do the job—but together they can do it quicker and better! 
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Hewitt Tells 
Why Agencies 
Rise and Fall 


New York, Sept. 3—Some of the 
biggest advertising campaigns now 
running in magazines and on TV 
are “sterile and impotent,” ac- 
cording to David Ogilvy, president 
of Hewitt, Ogilvy, Benson & 
Mather. 

“The agencies which produce 
these impotent campaigns,” he told 
the Assn. of Advertising Men last 
night, “are sometimes the ones 
which offer the most pretentious 
merchandising counsel and other 
collateral services. But they are 
bankrupt at the creative level.” 

Mr. Ogilvy suggested there is 
evidence to suggest that some of the 
shrewdest and biggest advertisers 
are beginning to take a jaundiced 
view of the routine ads which 
agencies have foisted on them in 
recent years. 


s He spoke of the “classic pattern 
of rise-and-decline” in the agency 
field. “We can all name great and 
famous agencies which became 
moribund when they lost their 
creative potency.” 
“Once every few years,” he 
said, “a creatively potent agency is 
born. It is ambitious, hard-work- 
ing, full of dynamite. It gets ac- 
counts away from soft old agen- 
cies. It does great work. 
“The years pass. The founders 
begin to grow old and tired. Their 
|ereative fires go out. True, the 
agency continues to grow. Its orig- 
inal momentum is not yet spent. 
| It is famous. It has powerful con- 
tacts. 
“But the agency has grown too 
big. It produces dull, routine cam- 
paigns. It has become a bureau- 
cratic sausage-machine. Dry rot 
sets in. The emphasis shifts to col- 
|lateral services—to conceal the 
| agency’s creative bankruptcy. 


| 

| “At this stage the agency begins 

{losing accounts to vital new agen- 

‘cies—ruthless upstarts who work 
hard and put all their dynamite 
into advertisements. The cycle is 

| complete.” 

Mr. Ogilvy said the exceptions 
{to the pattern boast top men who 
“honestly believe the production 
of great selling copy is the most 
important function their agency 
has to perform.” 

He predicted a major change in 
the advertising picture: the re- 
turn of the copywriter to his “his- 
toric supremacy.” 

The toughest problem facing ad- 
vertisers today, he declared, “is to 
find great selling copywriters for 
their campaigns in publications, 
radio and TV. Copywriters who can 
get new products off to a flying 
start, or breathe new life into tired 
old products.” 


Magazine Publishers Change 
Name, Introduce New Insigne 

National Assn. of Magazine Pub- 
lishers, New York, has announced 
that its corporate name is now offi- 
cially changed to 
the Magazine 
Publishers Assn. 

The association 
has also intro- 
duced a new in- 
signe for use in 
Standard Rate & 
Data Service and 
is urging mem- 
bers to use the new symbol wher- 
|ever possible. 


| Ethyl Orders Spot Movies 
Ethyl Corp., New York, has or- 
dered another series of spot movie 


an Edward Lamb Enterprises, Inc., Hotel Barclay, 111 E. 48th St., N. Y. C. 
oe National Representatives 
WICU-TV—Erie, Pa. —Headley-Reed Co. WHOO—Orlando, Fla. —Avery-Knodel, Inc. 
WTVN-TV—Columbus, O.—Headley-Reed Co. WIKK—Erie, Pa.—H-R Co. 
WTOD—Toledo, O.—Headley-Reed Co. ERIE DISPATCH, Erie, Pa. —Reynolds-Fitzgerald, Inc. 


ads for use by drive-in theaters. 
The new series, prepared by the 
Movie Advertising Bureau, shows 
jaction demonstrations featuring 


| Wilbur Shaw, president of the In- 
dianapolis Speedway Assn. Batten, 
|Barton, Durstine & Osborn, New 
York, is the agency. 


ee ee Te ie pears : ee eee. Dol. ee: 
aay Hh) Vai £ 
ft ema 
eh | a : 
‘ is SSeS = 
a _ i 
“y 74 
ee | om 
: . . aa ) 3 
of i | » MN > é 
sg oy menin ewe D Y 3 
2 . ago wrcgntcr > y } Oe > 
ery ap * Qe yar Ns . ial ri ieee 
s ce tee we? fee 2 ia j yj agi ’ ‘ i 
: Ow Less 08S wt WD . Yj ae o, ' Gs wv 
ee nen, Wee NS 8) a . Ss 3 
ant P ee eo E ; : < : = 
ie a NY a (mm 1 fe 
: “ * : s 
a Hlone can do the job... but together : 
Ne wt ee 
7s suo : 
aes, / pe 
ly / ' i) x a 
sie ii Ney, i 
nA RR ele? i 
f Ve a 
se 


Advertising Age, September 8, 195. 


Bothwell, Geyer 
Agencies Merge, 
Use Geyer Name 


(Continued from Page 1) 
ploys 60 people, GN&G has 250 on 
its payroll. The Los Angeles office 
of Bothwell will be continued, un- 
der the new agency name. GN&C 
has offices in Detroit and Dayton, 
as well as New York. 

It was the third merger-like op- 
eration for Mr. Geyer. He founded 
his agency in Dayton in 1911, 
merged the Paul Cornell Agency | 


with it in 1933, and moved his}! 


headquarters to New York in 1935. 
In 1944 he absorbed the New York 
operation of Tracy-Locke-Dawson. 

Early this spring, H. W. Newell, 
who had been second in command 
at Geyer, Newell & Ganger, left 
to join Philip W. Lennen in Lennen 
& Newell. Since that time, Lennen 
& Mitchell (the new agency is not 
yet activated) has drawn Chicopee 
Mills, United Aircraft, and Loril- 
lard’s Embassy cigarets from 
GN&G. Also, GN&G lost Conti- 
nental Oil Co., but to Benton & 
Bowles, not L&M. 


Nickerson Succeeds Fernandez 


Dorothy Nickerson has joined 
Mogge-Privett, Los Angeles, as 
production manager, succeeding 


Joe Fernandez, who has resigned 
to open his own art service. Mrs. 
Nickerson was formerly associated 
with Foote, Cone & Belding, J. 
Walter Thompson Co. and Waldie 
& Briggs. 


2 


KICKOFF AD —Sinclair Refining Co.'s fall 
campaign, biggest in its 36-year history, 
starts off with this insertion. The campaign 
calls for insertions in 321 newspapers, radio, 
TV, business publications and point of sale. 
Morey, Humm & Johnstone is the agency. 


KNX Boosts Maurie Webster 


Maurie Webster, executive as- 
sistant in the program department, 
has been named director of opera- 
tions for KNX, Los Angeles, and 
the Columbia Pacific Radio Net- 
work. 


]. W. Dunivan Leaves Cadillac 

J. W. Dunivan, a sales repre- 
sentative for the Cadillac motor 
car division, General Motors Corp., 
for 44 years, is retiring. 


Crown Names Plaut A.M. 
Arthur L. Plaut has been ap- 
pointea director of advertising and 
public relations for the Crown 
Overall Mfg. Co., Cincinnati. 


Nielsen Reports 43, 


866,120 Radio 


Homes in U. S.; Saturation Is 98% 


(Continued from Page 1) 
tion” throughout the area. 

The farm states of the Middle 
West lead the rest of the country 
in degree of radio ownership. Iowa, 
Kansas, Nebraska, South Dakota, 
Wisconsin and Minnesota all have 
99% or higher ownership. Idaho, 
Maine and Oregon also are above 
the 99% level. 

This survey covered 100,000 
homes throughout the country. A 


1952 Radio 


probability area sampling tech- 
nique was employed. The radio 
count was applied to the 1952 total 
families figures published by Sales 
Management. 

Complete individual county ra- 
dio ownership figures will be ready 
soon, Mr. Nielsen said. 


® State-by-state radio home totals 


and per cent ownership compari- 
sons follow. 


Families 


As reported by A. C. Nielsen Coverage Service 


No. of 
Families* 


Total U. S. . 
Alaba 


elaware 
District of Columbia 
Florida ... 


New Mexico .. 
New York ... 
North Carolina .......... 


Oregon ...... 
Pennsylvania ... 


South Carolina 
Tennessee .. 


West Virginia 
Wisconsin 
Wyoming m - eens 
*Sales Management Jan. 1, 1952, estimates. 
**Nielsen Coverage Service, May, 1952, estimates. 


No. of Radio 
Families** 


43,849,170 
792,920 
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Last Minute News Flashes | 


Albert Ehlers Appoints Dowd, Redfield 

Brookiyn, N. Y., Sept. 5—Albert Ehlers Inc. (coffees, teas and 
spices) has switched its account from Erwin, Wasey & Co. to Dowd, | 
Redfield & Johnstone. A. B. Crampton, for the past 11 years advertis- | 
ing manager of Stahl-Meyer Inc., meat packer, has joined the agency | 
as head of the food and grocery division and will service the Ehlers ac- 
count. 


Solomon Resigns from American Safety Razor 

Brook yn, N. Y., Sept. 5—Charles Solomon has resigned as advertis- 
ing manager of the American Safety Razor Corp., where he had han- 
dled all company brands since 1935. Mr. Solomon will announce future 
plans shortly. American will name his successor next week. 


Eureka Will Spend $500,000 to Introduce Vacuum 


Cuicaco, Sept. 5—Eureka division of Eureka-Williams Corp., Bloom- 
ington, Ill., today introduced its new Roto-matic vacuum cleaner and 
announced an introductory ad campaign of $500,000. At a Chicago sales 
meeting, A. L. McCarthy, executive v.p., said the drive will begin with 
a spread in the Oct. 18 Saturday Evening Post, to be followed by pages 
in Collier’s, Good Housekeeping, Life and McCall's. The new features of 
the $69.95 cleaner include a cone-shaped design, clip-on tools, throw- 
away paper dust bag and a swivel top which allows cleaning from one 
position. Casler, Hempstead & Hanford, Chicago, is the agency. 


Instant Royal Pudding Bows in Midwest 

New York, Sept. 5—Standard Brands is introducing its new Instant 
Royal pudding in 15 midwestern newspapers, offering one free 
package with each purchased. Ads of 75 to 1,000 lines will run for 
three weeks. This will be followed by sustaining advertising and the 
product will be introduced in other markets later this fall. Ted Bates 
& Co. is the agency. 


‘Quick’ Adds TV Section; Other Late News 


e In its Oct. 20 issue, Quick will add 32 pages to its metropolitan New 
York edition, devoted to television—including program listings, person- 
alities, technical and business developments. This will bring Quick into 
competition with TV Guide, a magazine which Cowles distributed for 
two years, up until June of this year. It will apply both to subscription 
and newsstand copies. Gardner Cowles, president, called attention to 
Look and Quick’s past willingness to cover competitive media and 
said both magazines have gained circulation in major TV areas during 
the past year. Research shows magazine reading is greater in TV than 
non-TV homes, he added. 


e Adam Scheidt Brewing Co., Norristown, Pa., took a page in the 
New York Post to announce its entry in that market with Valley Forge 
beer and Rams Head ale. Ward Wheelock Co. is the agency. 


e Today’s Family, published by Ideal and distributed by Woolworth’s 
(AA, Aug. 11), will get $2,100 per b&w page and $2,900 for four colors. 
The circulation rate base is 750,000. First issue comes in February, 1953. 


e Peter Paul Inc., Naugatuck, Conn., candy bar maker, will use comics 
in about 71 Sunday newspapers, outdoor posters in all markets of 
50,000 population or more, and radio spots and news programs in 150 
urban and rural trading areas this fall. TV spots and local participa- 
tions will also be bought. Maxon Inc. is the agency. 


e R. J. Reynolds Tobacco Co., Winston-Salem, via William Esty 
Co., will sponsor the “Camel Scoreboard,” 15 minutes of football re- 
sults and highlights, over NBC, effective Oct. 4 at 5:30 p.m., EST. 
Other new business at this radio network: Miller Brewing Co. (Mathis- 
son & Associates) will present the “First Nighter” starting Oct. 7 at 
10:35 p.m., EST. 


e@ The Canner, 57-year-old business paper serving the canning and 
packing industry, has become a member of Associated Business Pub- 
lications. The paper was recently acquired by Clissold Publishing Co. 
ABP’s membership now totals 123 business and industrial publications. 


AMA ‘Journal’ Asks 
Study of Effect 
of TV on Children 


Cuicaco, Sept. 4—Medical re- 
search projects to determine the 
effects of TV programs on children 
were urged on the industry in an 
editorial in the Sept. 6 issue of 
the Journal of the American Med- 


attendant evils of censorship.” 

The editorial adds that little re- 
| search has been done on the medi- 
cal and psychological impact of 
television on children. 


Only Six Agencies 
Still Considered 
by Army. Air Force 


| psychological 


ical Assn. | 

Citing a survey made by TV 
Magazine of teievision programs 
on Los Angeles stations during the | 
week of May 24-30, the medical) 
journal points out it showed the 
stations carried 852 major crime 
incidents, in addition to numerous 
saloon brawls, sluggings and as-| 
saults, as well as other “minor” | 
acts of violence. 


WaAsHINGTON, Sept. 5—-Brig. Gen. 
Cc. O. Niergarth and a group of 
Army-Air Force recruiting officers 
returned here tonight after visiting 
six advertising agencies which are| 
to make final presentations before! 
a selection board which is picking 
a new agency for the $1,000,000 re- 
cruiting program. 

Recruiting officers refused to 


= 
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ANPA Urges Papers 


to Adopt Standard 


114% Pica Column 


New York, Sept. 5—-Newspapers 
were urged today to adopt a col- 
umn width of 11 picas, 6 points to 
effect substantial newsprint sav- 
ings. (Standard column width now 
is 12 picas.) 

This recommendation highlights 
the report of the committee on col- 
umn width of the American News- 
paper Publishers Assn. Other im- 
portant points in the report are: 

1. That engravings and dupli- 
cate printing materials be pro- 
duced on the basis of an 11.5 pica 
column to meet requirements of 
the largest number of newspapers 
which have determined to change 
column width. Newspapers which 
remain at 12 picas won't be af- 
fected. 

2. Adoption of the 11% pica col- 
umn will offer opportunity for 
substantial newsprint saving. 

3. Past trends toward narrower 
pages have not adversely affected 
newsprint production. 

4. The committee believes use of 
the 11% pica column may produce 
a sound adjustment of newsprint 
needs to available newsprint sup- 
ply; as important in the years 
ahead as any immediate savings. 


es ANPA has asked the committee 
on mechanical production of 
American Assn. of Advertisi 
Agencies, which has coopera 
with it frequently, to send to 
vertising agencies a special 
nouncement,. 

After pointing out that ma 
newspapers have revised or 
planning revision of their colu 
widths to less than 12 picas, t 
committee recommends that 
advertising agencies and adv 
tisers make sure their material 
sized to meet this changed con 
tion. 

“A single column advertisem 
scheduled to appear in a list 
newspapers,” it says, “should n 
exceed 1%” in width. For adve 
tisements of more than one co 
umn, the first column should 
1%”, with additional colum 
1 15/16” in width. Thus, a tw 
column advertisement should n 
exceed 3 13/16”.” 

“Unless material is proper 
sized,” it is pointed out, 
newspapers may be forced to ma 
one or more additional stereo cas 
in order to shrink your adver- 
tisement so as to fit it into the 
page forms. Such extra shrinkage 
is likely to affect the reproduction 
of your halftone illustrations and 
small type. 


s “It is our belief,” the committee 
concludes, “that the above specifi- 
cations should be put into effect 
by advertising agencies and ad- 
vertisers as quickly as convenient, 
and in no event later than the 
date required to take care of ad- 
vertising scheduled beginning 
Jan. 1, 1953.” 

The committee, which was ap- 
pointed July 7, conducted exhaus- 
tive research into the question of 
column widths. It found that 330 
newspapers favored a reduction in 
column width, 

The aggregate circulation of 
these newspapers is 50.6% of total 
daily U. S. newspaper circulation 
of 54,017,938. The committee's 
findings reportedly represent the 


identify the six agencies at this 


‘time, but they were culled from} 
approximately 20 agencies which|Wm. L. Fanning, Westchester 
filed written presentations for the|County Newspapers, New York, 


s “For its own self interest,” the 
editorial asserts, “the television} 
industry would do well to ac- 
knowledge the adverse medical and 
implications found 


{in many crime-and-horror pro- 


grams.” 

The editorial contends that the 
television industry “would do well | 
to accomplish this voluntarily and | 
as rapidly as possible, in order to 
neutralize the growing hue and cry | 


|for government regulation and its! 


account. The six agencies are to be) 
interviewed by the selection board 
on Sept. 9 and 10. A final choice 
is to be announced “around Sept. 


| 15.” 


Durstine S.F. Office Moves 


The San Francisco office of Roy 
S. Durstine Inc. has moved to 
egg quarters at 156 Montgomery 

t. 


most practical solution. 


Committee members include 


chairman; Richard W. Slocum, 
Philadelphia Bulletin, vice-chair- 
man; Lynn N. Bitner, Gannett 
Newspapers; W. G. Chandler, 
Scripps-Howard Newspapers; Wil- 
liam Dwight, Holyoke Transcript- 
Telegram; Chas. J. Hentschel!, St. 
Louis Post-Dispatch; Richard 
Lloyd Jones, Tulsa Tribune; Gene 
Robb, Hearst Newspapers, and 
_ Russ Stewart, Chicago Sun-Times. 
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lohn C. Moore Joins Western 

John C. Moore, formerly a part- 
ner with Aubrey, Moore & Wallace, 
Chicago, has joined the staff of 
Western Advertising Agency, Los 
Angeles, as a v.p. and account ex- 
ecutive. 


Campbell-Ewald Names Four 
Four appointments to its copy 
staff have been announced by 
Campbell-Ewald Co., Detroit. The 
new staffers are Charles W. Foote, 
Harold J. Hubert, Wilmore K 
Brown and Joseph W. Gallagher 


* 


COVERAGE OF U. S. 


THIS 3-PAPER PACKAGE GIVES GREATER * 
AT 


ARMED FORCES 


LOWER COST PER THOUSAND OF ANY 
SERVICE PUBLICATIONS 
Our 10 Advertising and Merchandising 


Offices are at 


Send for booklet— 


your service. 


MES AIR FORC 


Members 


Audit Bureay of € 


v ahom ) 
* 


NAVY TIMES 


2M St NW 


Also LONDON-FRANKFURT-TOKYO 


uniformly 


satisfactory’ 


Says W.T. HANNA 


General Manager, Andress-Hanna, Inc. 


’ 


PROMINENT SHREVEPORT CAR DEALER 


Selling big-ticket items such as Lincoln and Mercury 
automobiles, as well as bargain “leaders” such as serv- 
ice specials, Andress-Hanna, Inc. certainly knows the 
relative values of various media in Shreveport. That's 
what makes us particularly proud to quote from a 
recent letter from Mr. W. T. Hanna: 


“ 
W. are now well into the fifth year of our daily newscasts 
over KWKH and our continued sponsorship stands as con- 


clusive proof of the high value 


we place on this advertising. 


We have checked results repeatedly by switching from one 


department to another. Whether we emphasize new cars, used 


cars, service or parts specials, the returns have been uniformly 


satisfactory. 


(Signed) W. T. Hanna)? 


KWKH DAYTIME BMB MAP 
Study No. 2—Spring 1949 


and Oklahome counties.) 


KWKH’s daytime BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 or 75.0% of these families are “average daily 
listeners”. (Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 


KW KH) 


A Shreveport Times Station 


SHREVEPORT LOUISIANA 
50,000 Watts * CBS Radio 


The Branham Cempany, Representatives 


Henry Clay, Generel Manager 


MIGHTY MITE—Size is no handicap for 
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George Harris, diminutive national sales 


manager for Philip Morris’ Dunhill king-size cigarets. The 4°9'2" Mr. Harris is shown 
with some of the merchandising aids to be used when king-size Dunhills, currently 


sold in the Midwest and Far West, invade 


New York, Boston, Philadelphia, Baltimore 


and Washington with a big ad drive on Sept. 9. Biow Co. is the agency. 


Magnavox Schedules 
Ads on One Big Set 


Fort Wayne, INp., Sept. 3—A 
much larger advertising and pro- 
motion program is being planned 
for the new 27” Magnavox Inter- 
national Modern television § re- 
ceiver than is normally done with 
individual Magnavox TV sets. 

Lauren K. Hagaman, Magnavox 
director of advertising and public 
relations, said that full-page ad- 
vertisements in Life, The Satur- 
day Evening Post and Time will! 
introduce the bigger-screen model 
to the public. Dealers will adver- 
tise the receiver in newspapers 
and on radio on a cooperative basis, 
according to Mr. Hagaman. The 
initial ads are scheduled for Life 
Oct. 20, the SEP Oct. 11 and Time 
Oct. 13. 

Copy will emphasize the com- 
pactness of the receiver, stressing 
that the 27” screen comes in a 
33” cabinet. Also shown in the 
advertisements will be a com- 
panion piece of the International 
Modern, an optional radio-phono- 
graph unit placed on top and de- 
signed for operation in conjunc- 
tion with the television instrument. 

Maxon Inc., Chicago, handles 
the account. 


Ethyl Names H. B. Humphrey 

Ethy! Corp., New York, has 
named H. B. Humphrey, Alley & 
Richards to handle the advertising 
of its new chemical division. The 
appointment does not affect the 
advertising of Ethyl anti-knock 
compound, which is handled by 
Batten, Barton, Durstine & Os- 
born. 


King-Size Dunhills 
to Bow Next Week 


in Eastern Cities 


New York, Sept. 4—Dunhilil 
king-size cigarets will invade sev- 
eral key eastern markets next 
Tuesday. The cigarets, which sell 
for ithe same price as most regular- 
size brands, have previously been 
promoted only in the Midwest 
and on the West Coast. 

Newspapers, TV and radio will 
be used to promote Dunhills, which 
are made by Philip Morris & Co., 
and the drive will be centered in 
five big cities—New York, Boston, 
Philadelphia, Baltimore and Wash- 
ington. Daily papers in these cities 
will carry 600-line to full-page ads. 
Other cities on the schedule in- 
clude Wilmington, Newark and 
Paterson. Advertising is placed 
through Biow Co. 

The TV and radio portion of the 


campaign will consist primarily of 
spots and participations, with New 
York slated for a saturation cam- 
paign. 

The new king-size Dunhills were 
first introduced in Cleveland last 
September. 

During the year 1951 king-size 
cigarets accounted for 11.8% of 
the total cigaret market, as com- 
pared with only 8.9% in 1950, ac- 
cording to Harry M. Wootten, to- 
bacco consultant. 


October Set as ABC Month 

Audit Bureau of Circulations 
has designated the month of Octo- 
ber as ABC Month wherein busi- 
ness publication member publish- 
ers will be asked to use editorial 
material describing the bureau’s 
function and activities. Other pro- 
motional material is being supplied 
members for use by salesmen, pro- 
motion directors, etc. 


Kingsley Succeeds Weiler 

Donald W. Kingsley Jr., former- 
ly house organ editor, has been 
named director of public informa- 
tion for Sharp & Dohme, Phila- 
delphia pharmaceutical manufac- 
turer, succeeding George Weiler, 
now public relations director for 
Lever Bros. Co., New York. 


FARM CIRCULATION 
The Best Farm Families 


Be ae 


oe 
HOARD’S DAIRYMAN 
Published Twice Monthly a 

Fort Atkinson, Wisconsin 


Waters Heaters & 
Water Softeners? 


SEE THE FACTS ABOUT THE 


DOMESTIC ENGINEERING'S NOVEMBER ISSUE PAVES YOUR WAY 
TO GREATER MODERNIZATION SALES. RESERVE SPACE NOW! 


That's Green Bay, Wisconsin, the 
pay-off market! Fat urban pay- 
checks and husky rural milk re- 
ceipts make a field-day for 
Green Bay merchants. And the 
Green Bay Press-Gazette — with 
a whopping 35,700 circulation— 
blankets this rich area! Get your 
share of the HUNDRED MILLION 
DOLLARS (1951 est.) retail sales 
splurge! Write, wire or tele- 
phone TODAY for the facts! 

Phil McClosky, Mgr. Gen. Adv. 
GREEN BAY PRESS-GAZETTE 
Phone ADAMS 4400 


; ne 46 —oO OE See 
oe 4 | | 
a Lit TSB xine size 
Yy a SS dunhill * 
a, : ‘ I betier LONG: | & 
. 7 ~ . AT #O EXTRA COST? % 
<p |e 24, 0 i = = nA 
ng unht rr aM | ee . : 
pio? ee S- | a 
a _ » | & ID) 501 rue conron/ | 
na “i : _ . , ¥ ae | # ye : ae 
a ARMY TI TIMES: FR RAS t | 
i Gomes ~ ae i- a a ia ee -. F: a f r] Aj 
ae “WASHINGTON 11) BETRONT Guertin tutting | ‘a 1 |] = Unni re 
“ SN a . n pita epee tae rE NS sale aor ree pe ct SORE OS | er “Atal | > 
: | : | Pa alah netiiond be so coon te ae | RY ’ f 4 ce 
a ? eee eee care eet ee en te ee ae ae /.. 5 . a ete 2 
Sie Re eee s 
a 4 
1 4 SS yy 
Te “" > reenmacs \ i 
Dewy oe OU CE 
1 ] &. 66 a J = £ 
et 4 i y | Add Quality =§ 
ay : y =e 7 — s 
47m ee 
a 7 | 2 
er es os | Fy 
i SS | 7 
ag | | . 
i Se — 
y a a . yi ‘ 
>, OO —“C:CSCis a Ny - 
vain tag aie fot 
a P| : BAY CITY STORY inthis issue of Advertising Age 
Ae ya i 
ae Sey) | ——— Ee teeeinmeeiinicoeniennnnaialanl ‘i 
te Oe | A High-Spending Metropolitan Market... a 
Behan! IVS > Jel ut 
; ™~\ if 2th ae ‘ , ' a 
Sree ? ‘ . . J Cy % ek. 
] ee i i. a ~ att ean ‘ 
" « ” a eS * Bat ies “s ~ ; a7 re 
“ 3 Po aa Aa pile Pip pe “ r Sa si 
ai 


Advertising Age, September 8, 1952 


3 Salt Lake Dailies Reduced to 2 
with Single Operating Management 


front pages of the Deseret News 
and Telegram. Signed by J. F. 
Fitzpatrick, publisher of the Trib- 
une, and Mark E. Petersen, general 


(Continued from Page 2) 
have sought to cut costs by print- 
ing in one plant are Birmingham, 
Evansville and Fort Wayne, Ind., 


Tulsa, El Paso, Nashville and manager of the News, it said: 
Madison. “Each of the Salt Lake news- 
In announcing the new cypera- papers will continue to operate 


under separate ownership and will 
maintain separate, independent 
and competitive news and edi- 
torial staffs and entirely separate 
and independent editorial and 
news expression. Each will deter- 
mine its own advertising and sub- 
scription rates.” 


tion, which went into effect yes- 
terday, the Salt Lake papers said: 
“The printing company agency 
type operation has gained momen- 
tum in recent years as an answer 
to the ever mounting cost of news- 
paper production and is looked 
upon by many publishers as a suc- 
cessful way to maintain high 
quality newspapers in the face of 
these costs.” 


® Both papers are being printed 
in the Tribune plant and the News- 
paper Agency Corp. is conducting 
business at 143 South Main St. in 
Salt Lake. Officers of the agency 
are Mr. Fitzpatrick, president and 
director; Mr. Petersen, v.p. and 
director; J. W. Gallivan, treasurer 
and director; O. Preston Robinson 
| secretary and director, and Gus P. 
| Backman, director. 

Executives of the agency are An- 
ton F. Peterson, business manager 
D. E. Lambourne, ad manager. 
Ralph H. Davidson, retail ad man- 
ager; K. M. Carpenter, national ad 
manager; L. H. Egbert, classified 
ad manager; Robert E. Cutler, pro- 
motion manager; George F. Egan, 
auditor; Frank A. Smith, Tribune 
circulation manager; James W. 
Cargile, Deseret News-Salt Lake 
Telegram circulation manager, and 
Milton A. Brown, mechanical su- 
perintendent. 
| The editorial staffs of the two 
|newspapers will remain under the 
direction of A. C. Deck, executive 
|editor of the Salt Lake Tribune, 
land Theron D. Liddle, managing 
jeditor of the Deseret News-Salt 
Lake Telegram, respectively. 

Both publishers announced they 
intend to make separation pay- 
ments to released personnel. 


s Purchase of the Telegram and 
formation of the new agency were 
announced last Saturday on the 


PUBLISHED 


Reddi-Gro, Agency Man's 
Brain Child, Goes National 


Henry A. Dreer Corp., Phila- 

delphia seed house, will distribute 
Reddi-Gro nationally. The prod- 
uct is a mixture of lawn seed and 
feed invented by Gordon Daline, 
an agency man in Minneapolis 
who has worked for Batten, Bar- 
ton, Durstine & Osborn and other 
agencies in that city. 
| Mr. Daline, as the result of 
| working on a seed account, be- 
came interested in the problem of 
mixing seed and feed so that the 
seed would not separate and work 
to the top. He solved the problem 
in an agency art department by 
mixing the seed and soy bean meal 
in a pot of glue so that the soybean 
meal stuck to the seed and 
weighted it down. He has suc- 
cessfully marketed Reddi-Gro in 
Minneapolis. He recently sold his 
product to Dreer. H. W. Fairfax 
Advertising, New York, is the com- 
pany’s agency. 


ADA Drive Features Doughnuts 

American Dairy Assn., Chicago, 
has scheduled an ad for the Octo- 
ber issue of Ladies’ Home Journal 
as the keystone of its fall “Milk 
and Donuts” campaign in coopera- 
tion with the Doughnut Corp. of 
America. The theme will also be 
plugged over “Hollywood Star 
Playhouse” (NBC), sponsored by 
American Bakers Assn. (Bakers of 
America program). 


| WKLX Goes Off the Air 


Station WKLX, Lexington, 
stopped broadcasting Aug. 28 when 
| WLEX took over its spot on the 
dial. WKLX purchased WLEX last 


fying Emblem on your 
products, packages 
and displays builds | 
confidence and sales. — 

Bring your facts 

- TODAY’S HEALTH up- | 
to-date. Just ask for 
the complete ‘Facts — 
File’’andsampJe 
wees CG 


CANDID ARTIST—Like a candid cameroman, commercial artist Ed Augustiny sketched 
this interpretation of the accident which took place at the Chicago showing of 
Ringling Bros. circus when two horses ran wild. Mr. Augustiny was one of a group 
of Artist Guild of Chicago illustrators who were attending the circus to collect sketches. 
Among those injured were Patricia Flanagan and Esther Strausberg, members of 


Artist 


f you want more salesmen and 
dealers to read your manuals 


. more employes to read 
your messages ... more cus- 


tomers to read your ads. . 
look into low-cost comic-t 
booklets and strips.: They mio 
you prov ighest readership of 
any printed medium. For free 
samples, write: 


HALL ASSOCIATES 


17 East 42nd St. ot Madison Ave., New York 17 


Guild. 


Ruppenthal Joins Chambre 

Chambre Advertising Agency, 
Miami, has appointed Philip L. 
Ruppenthal, formerly a v.p. of 
Webster Outdoor Advertising Co.,| 
an account executive. 


Crowley Joins Russel Seeds 

Lawrence F. Crowley, formerly 
a copywriter with Henri, Hurst & 
McDonald, Chicago, has joined 
che creative staff of Russel M. 
Seeds Co., Chicago. 


@CARDS 
© BANNERS 
@BUMPER STRIPS 


Fast service... low prices! 


ADVERTISING CO. 
or WRITE...1411 Wyandotte St. Kansas City, Mo. 


sales and ad managers | 


“use our 


It may be the problem that 
faced one grocery sales man- 
ager not long ago . . . how 
much sales pressure should 
he put on his large size pack- 


age? 


Whatever your sales prob- 
lem is... be it new product 
or a complete sales program 
.-. have it evaluated by over- 
the-counter sales . . . before 
you ask Management to back 
it nationally. 


For years leading grocery 
and drug advertisers have 
been using Burgoyne store 
panels. In three, five or sev- 
en test cities . . . they deter- 
mine the probability of suc- 
cess of new products, new 
prices, new promotions, new 
advertisers. 


Among the Burgoyne mar- 
kets you will find recognized 
test cities where your repre- 
sentation is effective ... 
where you or your advertis- 
ing agency can check the re- 
search methods on the spot. 


If you really want down-to- 
earth, dependable research 


March and the staffs of both sta- 
tions have been combined. 


Pee Dee Television Formed 


Pee Dee Television Corp., Flor- 
ence, S.C., has been chartered with 
capital stock of $50,000 to establish 
a radio and television station. E. E. 

| Stone is president of the new com- 


| pany. 


BURGOY 


... write Burgoyne and ask 
for our latest data brochure. 


answers 


TH | 
ij 
Vis 


Ger hs penads) 


After reviewing this Burgoyne Chart show- 
ing the sales resulis in three test cities .. . 
this Sales Manager knew he should put 
more sales and advertising pressure on the 
15 ounce package. 


fk Grocery ér Drug .e 


FIRST NATIONAL BANK BUILDING @ CINCINNATI 2 
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aumwenes August magazine linage sum 
Compiled by Printers’ Ink aA 


Women's magazines 


1952 1952 1951 1950 195. 
Pages Lines Lines Lines Jan.-Aug. Jan.-Aug. 


Seventeen pethateasiperinain cine ieee 135,516 140,568 130,962 552,257 555,690 


Mademoiselle... 278 119,262 116259 95,273 343,289 359,977 

Vogue (2 is.) ... coco b42 9,726 «417,296 = -104,551 612,040 736,377 ‘ 
Harper's Bazaar ccc tO7 67,661 = 69,524 = 68.817 466,037 498,099 

Good Housekeeping 97 44,417 40,797 42,072 402,089 451,987 Ss 
Ladies’ Home Journal... 61 = 41,179 += 48,335 «= 53,060 += 478,627 ~—«- 584,008 

Glamour ; 84 36,226 ©=»_ 50,864 += «60,477 «273,935 316,400 

Charm ........ 74 «31,622 «40,022 «(30,244 «= 252,988 261,974 

McCall's 30,213 45,072 35,503 360,574 375,960 


29,338 41,487 38,379 339,000 498,451 
Parents’ Magazine 23,816 23,565 22,557 198,758 12% 705 
N. Y. Met. Edition 27,635 24,797 24,410 230,886 219.686 


ae 44 
Woman's Home Companion 43 
56 
64 
Pacific Coast Ed. .. 62 26,602 25,421 24.011 214,070 209,504 
49 
44 
44 
37 


21,123 $19,517 817,840 217,693 = s202,178 
18,961 20,227 23,734 161,352 175,889 


318,751 $14,372 313,537 $166,948 = 134,569 


10,605 7,085 74,197 60,88! 

37 18,871 15,391 171,959 202,064 

34 9,183 124,634 044,074 

13,185 15,079 117,171 115,590 

Sa 12,929 13,060 $10,372 113,339 

Screen Stories ; 12,503 12,849 96,693 100,660 
Everywoman's 2 $10,724 124,131 $83,609 
Household . 12,452 15.63! 140,207 ~—s: 144.938 


14.346 97,277 99,258 


Motion Picture - 
16,095 116,214 127,649 


True Confessions .......... 


Photoplay ._. ame 17,284 113,181 128,656 
Intimate Romance » 8,086 74,178 81,265 
Screenland 4), =a . 84,335 88,129 
Silver Screen ....... oi a ' 84,335 88,129 
Personal Romance ewer 989 ha gy 71,113 82,057 
Movie Stars Para ; 67,032 
Movie Life .. 66,963 me 


True Romance 


5,928 


1,074,498 1,013,15' 7,368,115 7,787,006 
irteen issues. mNo issue. s Sectional advertising linage 


(Continued on page 88) 


PRINTERS’ INK 


SEVENTEEN’S NEW ADVERTISERS 
First Eight Months, 1952 


(exclusive of fashion accounts) 


a ; 
. 
HOME FURNISHINGS DRUGS & TOILETRIES Que two 
Flintridge China Colgate -Palmolive-Peet Co. 


Haviland China Palmolive Soap 
Jackson Vitrified China Co. Chlorophyll Tooth Paste 
North Star Blankets Helene Curtis (Suave) 
Onondaga Pottery (Syracuse China) Lentheric, Inc. . a 
Pepperell Mfg. Co. (Sheets) Tweed Perfume Y 6 
Vita Craft Corp. (Kitchen Utensils) Sheer Beauty Make-Up KS 
Wellington Sears (Martex Towels) Sta-Put Lipstick 

— 
SILVERWARE 
Samuel Kirk MISCELLANEOUS 


Sank Sah Srerewe American Telephone & Telegraph 


FOOD Bausch & Lomb (Sunglasses) 
American Dairy Association National Homes Corp. 


French Sardine Co. (Star-Kist Tuna) (Pre-Fabricated Homes) 

General Foods Schnefel Bros. (La Cross Manicure Sets) | 
Swans Down Cake Mix Skyway Luggage 
Walter Baker Chocolate Whitehouse Products (Beacon Camera) 

Nehi Corp. (Royal Crown Cola) White & Wyckoff (Stationery) 

Ready to Bake Foods (Puffin Biscuits) V-M Corp. (Phonographs) & 


THE ONE BEST WAY TO REACH THE 7,500,000 YOUNG WOMEN IN THEIR TEENS 
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